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The  other  is  information.  Because  no  bank 
moves  a  single  dime  without  it.  And  helping  clients 
manage  information— not  just  process  it— is  what 
Unisys  does  best.  That's  why  Unisys  is  the  choice  of  the 
world's  most  intensive  users  of  information— including 


41  of  the  top  50  banks.  Our  solutions  help  clients  with 
everything  from  stopping  check  forgeries  to  integrating 
global  networks.  And  our  consultants  help  businesses 
uncover  revenue  potential  hiding  in  customer  data.  It's  all 
part  of  information  management— our  way  of  helping  you 


use  information  as  an  asset  to  gain  competitive  advantage. 
Call  for  details  and  learn  what  clients  like  Union  Bank 
of  Switzerland  learned.  When  it  takes  information  to  run 
your  business,  it  takes  Unisys  to  help  you  run  it  better. 
http://www.unisys.com  or  1-800-874-8647,  ext.  222 
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When  information  is  everything 


Preventative  Medicine: 
Management  tools  help 
you  monitor,  analyze, 
and  control  your  PCs 
and  keep  them  healthy. 
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SHOPPING  LIST: 
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©1996  Intel  Corporation.  *  Indicated  names  are 
trademarks  of  other  companies.  fWhen  compared  to 
systems  without  software  and  hardware  assisted 
manageability  tools.  ffRefers  to  32-bit  performance 
as  compared  to  the  Pentium  processor. 
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5.5  Million  Transistors. 
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The  right  choice  for 
Windows  NT,* 

Windows*  95 
or  any  other 
32-bit  operat¬ 
ing  system,  tt 
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We’d  be  happy  to  tell 
you  even  more. 
Just  visit  our  Web  site. 


\ 

The  dependability 
of  Intel 


architecture.  • 


Pentium®  Pro  processor- 
based  systems  and  the 
right  manageability  tools, 
like  Intel’s  LANDesk® 
Management  products, 
can  save  you  money  on 
support  and  maintenance.1 


www. intel.com/pentiumpro 


man"age*a*biri'ty, 

n,  the  ability  to  simplify  and  automate  the  maintenance 
and  support  of  business  computing  with  the  right 
hardware  and  software  tools,  i.e.,  Pentium  Pro  processor- 
based  systems  with  the  right  manageability  software. 


Now,  there’s  an  open  and  independent  solution  to 
all  ot  your  enterprise  management  challenges. 


Finally,  there's  a  single  answer  to  all  of  your  enterprise 
.  -  management  challenges. 

htew  CA-Unicenter  TNG. 

The  first  open  and  independent  software  solution  that 
covers  all  of  your  existing  systems,  networks,  databases 
and  applications.  All  your  hardware.  All  your  software. 

Alt  your  IT  resources. 

CA-Unicenter  TNG  makes  it  easy.  With  a  stunning, 
real  world  interface  that  uses  3-D  graphics  to  let  you 
actually  "fly"  through  your  enterprise  without  leaving  your 
desk.  And  innovative  Business  Process  Views  that  let  you 
view  IT  resources  from  a  business  perspective.  It's  the  best 
way  to  transform  IT  information  into  intelligence. 


Call  1-800-654-611 8  For  A  Free  TNG  Video 
And  To  Register  For  A  Seminar 
Or  Visit  Us  At  hltp://www.cai.com 


Call  today  to  learn  more  about  the  single,  integrated  solu¬ 
tion  for  End-to-End  Management.  It’s  the  technology  of 
tomorrow  —  that's  available  today. 
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Software  superior  by  design. 
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For  CIOs,  seconds-in- 
command  can  be 
reliable  partners — 
and  sometimes 
even 

their  best 
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Sounding  the  Alarm 

If  you  want  tightly  integrated  systems  that  produce  a  company¬ 
wide  data  flow,  be  careful.  You  might  get  just  what  you  asked  for. 
By  Christopher  Koch 


COVER  STORY 

The  Fruits  of  Their  Labors 

Fruit  of  the  Loom  is  developing  an  online  distribution  channel 
that  lets  its  competitors  include  products  for  free,  leaving  some 
to  wonder  if  Fruit  has  gone  bananas.  By  Lynda  Radosevich 


PERFORMANCE  METRICS 

Measure  for  Measure 

New  business  metrics  are  giving  CIOs  cause  to 
get  their  numbers  up  to  snuff. 

By  Peter  Fabris 
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wunv.  tip.  com/go/compu  ting 


Midrange  RISC/UNIX-  Wti 
Based  Servers 


5,774 

6,662 

IBM  RS/6000  SunUE  DEC  4100  Hr  9000 
J40(8*)  3000(6)  5/400(4 )  K460(4) 
$243ApmC  $152  $152  $188 


The  results  are  in.  Now  our  line  of  servers  isn’t  just  broader.  It’s  also  faster.  HP  NetServers  and  our  new 
64-bit  HP  9000  Enterprise  Servers  cover •  your  NT®  and  UNIX®  needs  across  the  enterprise  and  run  any 


application  you  want.  With  our  higher  performance, 

Intel®/NT-Based  Servers 

$/tpmC 

tpmC 

HP  NetServer  LX  Pro  6/166 

$109 

5,949 

Digital  Prioris  ZX  6/166 

$117 

5,740 

lower  prices  and  wider  range,  it’s  clear  who’s  ahead. 

Compaq  ProLiant  5000  6/166 

$136 

5,677 

.  *, 


Everyone  else 


•Number  in  parentheses  denotes  number  of  processors.  Windows  NT  is  a  U.S.  registered  trademark  of  Microsoft  Corp.  UNIX  is  a  registered  trademark  in  the  U.S.  and  other  countries  licensed  exclusively 
through  X/Open  Company  Ltd.  tpmC  is  a  registered  trademark  of  the  Transaction  Processing  Performance  Council.  Intel  is  a  registered  trademark  of  Intel  Corp.  ©1996  Hewlett-Packard  Company 
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(www.web-master.com/forums/career.html). 

*IDG 

INTERNATIONAL  DATA  GROUP 

Board  Chairman 

Patrick  J.  McGovern 

President 

Kelly  Conlin 

Chief  Operating  Officer 

James  Casella 

Executive  Vice  President 

William  P.  Murphy 


M 


[ST#] 


http://www.cio.com 


"BUYING  THE  BO/T 
COMPUTER  CAN  MOVE  YOU 
IN  THE  WRONG  DIRECTION 


You’ve  got  terabytes  of  data,  hundreds, 
perhaps  thousands,  of  demanding 
users.  An  enterprise  hungry  for  a 
highly-available,  scalable  and  man¬ 
ageable  open  systems  solution.  And 
a  management  team  that  expects 
you  to  recommend  a  reassuring 
name  like  IBM,  HP,  or  DEC. 

If  you  give  them  the  right  name, 
rather  than  the  right  solution,  you, 


your  company,  and  your  career,  could 
all  be  in  for  a  very  big,  very  expensive 
let  down.  In  the  universe  of  large, 
complex  open  systems  solutions,  IBM 
doesn’t  rank  number  one.  (And  neither 
do  any  other  famous  names.)  We  do. 
We’re  Sequent  Computer  Systems. 

With  7,500  installed  systems  worldwide, 
Sequent  runs  some  of  the  biggest 
applications  around  the  globe.  What 


we  lack  in  brand  identity,  we  make 
up  for  in  expertise.  And  a  track 
record  for  success.  We  work  with 
many  of  the  world’s  largest,  fastest 
moving  companies.  Solving  the 
big  open  systems  IT  challenges 
companies  like  IBM  call  impossible. 

Our  customers  say  we’re  the  best  at 
our  business.  We  can  prove  it. 

To  you.. .to  your  management  team. 


Some  say  it  takes  a  lot  of  courage 
for  a  CIO  like  you  to  call  in  a 
company  like  Sequent. 

We’d  call  it  a  career  decision. 

Call  us  at  1-800-257-9044. 

Visit  our  internet  address 
at  http://www.sequent.com/. 

ESEQUEnT 

Open  Systems  That  Work 


Announcing 

bettersmartei 

ways  to 

safely  store  all 
the  information 
on  the  planet. 


Somehow,  the  smaller  the  world 
gets,  the  more  its  information  grows. 
Each  day,  networked  computers  are  making  more 
kinds  of  information  available  to  more  people 
than  ever  before.  From  last  night  s  sales  figures 
to  next  years  economic  forecasts,  information  is  the 
lifeblood  of  business.  And  that  makes  managing 
and  storing  it  even  more  vital. 

At  IBM,  were  constantly  thinking  of  new 
ways  to  maximize  the  value  of  information  to  your 
company.  Part  of  which  means  understanding  that 


different  kinds  of  users  can  have  different  kinds  ol 
storage  needs.  For  some,  the  reliability  of  a  24-hour, 
seven-day-a-week  system  is  critical.  For  others, 
having  fast  access  is  key.  And  with  rare  exception, 
cost  is  always  an  important  consideration. 

With  all  this  in  mind,  were  adding  a  series 
of  new  products  to  our  proven  RAMAC™  Array 
Family  of  storage  systems. 

If  your  focus  is  a  low  total  cost  of  ownership, 
the  RAMAC  Virtual  Array  Model  2  is  as  economical 
as  it  is  flexible.  If  growth  is  on  your  mind,  the 


SAVE 


IBM  is  a  registered  trademark  and  RAMAC  and  Solutions  for  a  small  planet  are  trademarks  of  IBM  Corp.  ©1996  IBM  Corporation.  All  rights  reserved. 


RAMAC  Scalable  Array  lets  you  add  both  capacity 
and  performance  when  your  requirements  change. 
Need  more  speed?  The  RAMAC  Electronic  Array 
gives  users  hyperfast  access  to  stored  data.  And 
if  your  priority  is  simply  the  highest  level  of  data 
availability,  the  new  RAMAC  3  delivers  it  with 
twice  the  capacity  and  up  to  three  times  the  speed 
of  our  earlier  designs. 

We’re  also  making  it  easier  to  move  into  new 
technology.  IBM  RAMAC  Data  Migyator  is  a  service 
that  transfers  data  from  any  3990  or  compatible 


subsystem  to  any  other  3990  or  compatible 
subsystem,  with  minimal  downtime. 

All  this  is  backed  with  the  IBM  service  and 
support  you’ve  come  to  expect. 

Only  better.  Smarter.  Faster.  Cheaper. 

To  find  out  how  you  can  get  more  out  of 
storage,  drop  by  www'. storage. ib m . con i  today 
or  call  your  IBM  representative. 


Solutions  for  a  small  planet™  =  ==  r=f 
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LETTER  FROM  THE  EDITOR,  READER  FEEDBACK  AND  HOW  TO  REACH  US 

The  IS  services  group  in  the  future  will  function  like  a 

utility:  It  will  provide  necessary  services  that  are  all  but  transparent  to  the  people  using  them. 

Do  you  feel  threatened  by  that  statement?  I  used  to.  When  I  first  heard  the  concept,  it  was  pos¬ 
ited  that  information  technology  would  be  so  basic  a  service  someday  that  technology  manage¬ 
ment  would  be  like  buying  appliances  and  plugging  them  into  the  wall.  That  didn’t  sound  very 

strategic.  It  didn’t  imply  much  need  for  a  brilliant  business/technol¬ 
ogy  leader  to  head  up  the  function.  And  I  didn’t  like  the  idea  of 
someday  editing  a  magazine  about  IT  toaster  ovens. 

But  a  few  weeks  ago,  I  had  a  conversation  with  Louis  Burns, 
CIO  at  Intel  Corp.  Burns,  who  is  something  of  a  champion  of  the 
utility  concept,  describes  it  more  like  this:  IT  should  be  no  more 
intrusive  or  mysterious  to  an  organization’s  business  users  than 
the  electricity  delivered  to  their  homes.  It  should  be,  he  says,  “sta¬ 
ble,  reliable  and  dependable  but  fast-moving,”  and  the  mecha¬ 
nisms  that  make  it  all  happen  should  be  transparent.  In  other 
words,  to  the  user  it  should  be  no  trickier  than  plugging  in  that 
toaster  oven. 

But  to  the  IS  group — now  that’s  something  altogether  different.  Burns  in  no  way  suggests  the 
utility  concept  is  an  easy  thing  to  pull  off.  On  the  contrary,  making  it  happen  is  a  remarkable 
achievement  for  an  IS  executive.  It’s  like  art  or  professional  sports:  The  best  performances  look 
effortless  but  are  the  fruit  of  real  skill,  dedication,  inspiration  and  hard  work.  Yes,  technology  is 
getting  better,  but  it’s  not  yet  getting  easier.  All  that  improvement  has  led  to  a  serious  degree  of 
complexity. 

If  you  harbor  any  doubts  that  the  need  for  sophisticated  information  management  capabilities  is 
increasing,  you  should  read  Senior  Writer  Christopher  Koch’s  article  “The  Integration  Backlash: 
Sounding  the  Alarm,”  beginning  on  Page  44.  The  article  looks  at  the  risks  inherent  in  the  trend 
toward  tightly  integrated  systems.  “Having  all  this  connectivity  is  dangerous,”  says  Clint  Petty,  a 
consultant  and  president  of  DCMS  Inc.  who  focuses  on  integration  issues.  With  organizations’ 
technologies  and  business  processes  as  inextricably  linked  as  they’ve  become  today,  systems  grid¬ 
lock  means  business  gridlock,  writes  Koch. 

Is  “utility”  a  dirty  word?  Or  is  it  a  nirvana  that  only  the  most  talented  CIOs  can  attain  by  dint  of 
keen  business  insight  and  lots  of  hard,  clever  work  behind  the  scenes?  Let  me  know  what  the  term 
means  to  you. 
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Sybase  SQL  Server 


TM 


Your  package  arrived  on  time,  overnight.  Thank  FedEx.®  And  Sybase®  SQL  Server,™  the  remarkable 


database  that  helps  FedEx  provide  their  renowned  service  24  hours  a  day,  seven  days  a  week.  Sybase  SQL  Server  handles  millions  of 


electronic  FedEx  transactions  weekly.  Tracks  the  status  of  packages  in  real-time  anywhere  in  the  world. 
Helps  ensure  punctual  delivery.  And  our  technology  is  helping  FedEx  expand  its  market  by 
enabling  customers  to  access  their  service  via  the  Internet.  Our  business  is  to  provide  solutions. 


If  we  can  do  all  this  for  the  world’s  largest  express  transportation  company, 
imagine  what  we  can  do  for  you.  To  find  out  more  about  this  relationship 
and  SQL  Server  11,  visit  us  at  www.sybase.com/fedex  or  call  1-800-8-SYBASE.  www.sybase.com 


! Sybase 


FecEx  Ship  2.0 


If  you’ve  ever  relied  on 
FedEx,  you’ve  already 
relied  on  Sybase. 


©1996  Sybase.  Inc.  Sybase.  SQL  Server  and  the  Sybase  logo  are  registered  trademarks  of  Sybase.  Inc.  Outside  the  U.S.,  call  1-508-287-2591 .  CODE  44400.  FedEx  and  the  FedEx  logo  are  registered  tademarks  of  Federal  Express  Corporation  in  the  United  States  and  other  countries  and  are  used  with  permission. 
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THE  SELLING  GAME 
Your  Sept.  15,  1996,  article  about 
reengineering  the  sales  force,  “Covering 
New  Territory,”  was  very  timely  and 
addressed  some  important  issues. 

The  article  noted  that  sales-force 
automation  (SFA)  is  quickly  being 
replaced  by  concepts  such  as  opportu¬ 
nity  management,  customer  asset  man¬ 
agement,  total  sales  quality  and  virtual 
selling.  True  enough. 

But  those  concepts  still  miss  the  same 
point  that  SFA  did.  Selling  is  not  a  pro¬ 
cess.  Nor  can  it  be  made  into  one.  Yet 
numerous  gurus  are  preaching  the  need 
to  “processitize”  sales  in  a  linear  man¬ 
ner,  then  equip  salespeople  with  a  com¬ 
puter  system  to  support  it.  They  fail  to 
recognize  that  selling  is  very  amorphous. 


Howto  Reach  Us 


Phone:  508  872-0080 

Fax:  508  879-7784 

Address:  CIO  Communications  Inc., 

492  Old  Connecticut  Path,  P.O.  Box  9208, 

Framingham,  MA  01 701-9208 

Web  Site:  www.cio.com 

E-mail:  For  staff  e-mail  addresses,  visit 

www.cio.com/CIO/editstaff.html 

Subscriber  Services:  800  788-4605, 

Fax:  508  872-8506 

Reprints:  Reprints  are  available  by 

calling  508  935-4539 

The  point  was  made  correctly  that 
selling  should  not  be  the  focus  of  atten¬ 
tion;  how  people  buy  should  be.  But 
most  people  don’t  buy  exactly  the 
same  way.  So  structured 
sales  processes  can  pre¬ 
vent  salespeople  from 
negotiating  the  unex¬ 
pected  twists  and  turns  of 
each  customer’s  buying 
approach. 

That  is  not  to  say  that 
adhering  to  a  structured  selling  method¬ 
ology  is  not  useful  for  providing  a  gen¬ 
eral  framework  in  which  sales  and  mar¬ 
keting  personnel  can  work.  But  “sales 
automation”  software  vendors  have 
incorporated  those  selling  methodolo¬ 
gies  into  their  software  with  images  of 
sales  funnels,  sales  cycles  or  sales 


pipelines  to  describe  a  sales  process. 
That  means  salespeople  are  now  respon¬ 
sible  for  dragging  prospects  through  a 
process  involving  a  sequence  of  selling 
steps  that,  in  many  cases,  have  nothing 
to  do  with  their  buying  situation. 

The  best  selling  process  is  not  a  pro¬ 
cess  at  all  but  a  set  of  skills  and  tools  to 
facilitate  how  customers  buy.  A  process 
should  not  be  wrapped  around  the  sales 
and  marketing  function.  Instead,  cus¬ 
tomer-contact  personnel  need  a  flexible 
capability  to  adapt  to  each  unique  buy¬ 
ing  encounter.  A  structured  selling 
methodology  tries  to  make  selling  into 
a  game  of  chess.  But  it  is  clearly  a  game 
of  Nintendo,  where  rapid  reflexes 
and  information  access  provide  the 
advantage. 

After  all,  unlike  chess,  where  you  can 
strategize  several  moves  in  advance,  a 
Nintendo  player  has  to  remain  alert  con¬ 
stantly  to  the  next,  unexpected  occur¬ 
rence.  Just  watch  sales-automation  ven¬ 
dors  use  their  own  software.  Therein  lies 
the  truth. 

Peter  Perera 

President 
The  Perera  Group 
Andover,  Mass. 
pperera@ix.netcom.com 

MORE  SAP  COVERAGE 
I  just  recently  started  receiving  your 
magazine  and  like  it  very  much! 

I  was  especially  interested  in  your  arti¬ 
cles  on  SAP  [“The  Toll  of  a  New 
Machine,”  June  15,  1996]  and  was 
wondering  if  you’ve  thought  about  hav¬ 
ing  a  section  on  SAP  in  every  issue. 

There  is  so  much  info  that 
could  be  included,  such  as 
what’s  new  with  SAP  and 
problems/suggestions  to 
share  between  users,  etc. 
Just  a  suggestion.... 

Connie  Kelly 
Senior  Information 
Technologist 

While  SAP  has  certainly  had  an  enor¬ 
mous  impact  on  the  business  world,  the 
issues  surrounding  enterprise  systems 
go  beyond  a  single  vendor.  For  more  on 
the  topic,  see  our  three-part  series  on 
“ The  Integration  Backlash:  Sounding 
the  Alarm,  ”  beginning  on  Page  44. 
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A  database , server  that 

processes  information 

*  the  way  you  do. 

Really  fast. 

All  at  once. 


Digital  64-bit  technology  and 
Sybase  SQL  Server  11.  Do  more,  sooner. 


Meet  the  ultimate  in  efficiency:  Digital’s  mammoth 
RAM  capacity,  optimized  by  the  Sybase  SQL  Server  IT 
Logical  Memory  Manager  Letting  you  run  OLTP  and  decision 
support  applications  on  the  same  server  —  with  lightning- 
1  ™  fast  response  times.  So  you  maximize 
your  hardware  investment  while 
boosting  productivity,  scalability  and  price/performance. 
To  learn  more  about  this  powerful  competitive  weapon,  call 
1-800-8-SYBASE,  ext.  47893  or  1-800-DIGITAL,  press  4,  today. 


I  Sybase  BD5DDBD 


www.sybase.com www.digital.com 

PKW 

©1996  Digital  Equipment  Corporation.  Digital  and  the  DIGITAL  logo  are  trademarks  of  Digital  Equipment  Corporation.  Sybase  is 
a  registered  trademark  of  Sybase  Inc.  All  other  trademarks  or  registered  trademarks  are  properties  of  their  respective  companies. 
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Enterprise  Edition 


Enterprise  Edition 


Microsoft  Develop*!  Studio 


i  Microsoft  Visual  Uasic  -  Project 


Big  problems.  Little  problems.  Each  one  is  different.  And 
each  one  is  unique  to  your  company.  Fortunately,  Microsoft,9 
along  with  our  Enterprise  Partners,  has  a  solution  that  will 
satisfy  your  developers  and  your  deadlines.  With  Microsoft 
Visual  Basic9  programming  system  you  get  the  first  completely 
RAD  tool  for  distributed  client/server  development.  By 
adding  the  unlimited  flexibility  of  the  Microsoft  Visual  C++* 
development  system,  you  can  build  any  component  you  need 


©  1996  Microsoft  Corporation.  All  rights  reserved.  Microsoft,  Visual  Basic,  Visual  C++  and  Where  do  you  want  to  go  today?  are  registered  trademarks  and  Visual  SourceSafe  is  a  trademark  of 
Microsoft  Corporation.  All  other  trademarks  in  the  attached  Insert  are  the  property  of  their  respective  owners.  To  order  any  of  the  Microsoft  Visual  Tools,  or  to  receive  a  reseller  referral,  in  the 
United  States  or  Canada,  please  call  (800)  621-7930,  Dept.  A873.  Monday  through  Friday  (7:00AM  to  midnight,  eastern  time),  Saturday  (8:00AM  to  8:30  PM),  and  Sunday  (8:00AM  to  7:00PM). 
Outside  the  US  and  Canada,  please  contact  your  local  Microsoft  subsidiary.  TT/TDD  available  at  (800)  892-5234. 


(If  you’re  short  on  aplomb,  try  our  3rd-party  partners.) 
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Microsoft' 

Enterprise 

Development  Partners 
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Attachmate 


FUJITSU 
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Attachmate’s  EXTRA!  Developer  Series  expands 
the  scope  of  client/server  and  intranet  applica¬ 
tions  to  include  host  screens,  databases,  and 
logic.  Choose  from  QuickApp,QuickDB,QuickPeer, 
Quick  CICS  and  Emissary  Host  Publishing 
System.  Call  (800)426-6283  (code  602). 
www.attachniate.com 


Fujitsu  COBOL  is  a  high-performance  multi¬ 
platform  COBOL  development  suite.  The  highly 
optimized  code  produced  by  Fujitsu  COBOL 
provides  the  basis  for  fast  mission-critical  business 
systems  on  Windows  and  other  platforms. 
www.adtools.com 


BLUE  SKY,  SOFTWARE 

Award-winning  Visual  SQL  turns 
Microsoft  Visual  C++  into  a  full-blown 
client/server  development  environment. 
Build  robust,  scalable,  high-performance 
C++  client/server  applications  on  time 
and  on  target,  without  leaving  Developer 
Studio.  Also  available:  RoboHELP,  the 
ultimate  Help  Authoring  tool.  Call  (800) 
793-0440  or  visit  www.blue-sky.com. 


V 


Stop  risk  in  its  tracks  when  deploying  mission- 
critical  applications,  with  Mercury  Interactive’s 
automated  client/server  testing  tools:  TestDirector, 
WinRunner,  LoadRunner,  WebTest  and  TestSuite. 
No  other  tools  test  better  than  these. 

(800  )TEST-911.  www.merc-int.com 


MKS  is  a  leading  provider  of  software 
products  enabling  organizations  to 
maximize  productivity  and  effectively 
manage  change  to  source  and  content 
across  Internet/intranet,  client/server 
environments,  and  multiple  platforms. 
Visit  our  website  at  www.mks.com. 
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ImageBASIC  is  the  premier  imaging 
development  environment,  offering 
customizable  applications  and  an 
integrated  suite  of  VBX’s  and  ActiveX 
Controls.  Integration  with  DOCS  OPEN 
and  various  optical  servers  is  available. 
Call  (800)428-6657  or  visit 
www.dhs.com. 
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PURE  ATRIA 


Using  Purify,  developers  can  quickly 
identify  and  eliminate  programming’s 
toughest  errors.  Purify  automatically 
pinpoints  hard-to-find  run-time  errors 
and  memory  leaks  in  C  and  C++  code, 
including  components  and  ActiveX 
controls.  For  more  information  visit 
www.pureatria.com. 


RATIONAL 
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SIEMENS 

NIXDORF 


The  Digital  Application  Generator  builds  Visual 
Basic  Business  Objects  as  Remote  OLE  Servers 
for  three-tier  applications.  Digital  provides  the 
widest  range  of  enterprise  client/server  solutions 
available  today:  ODBC,  OLE  and  TP. 

For  more  information,  send  mail  to  Application- 
Generator@digital.com  to  visit  us  at 
www.digital.com/lnfo/ApplicationGenerator. 
To  order,  contact  Digital  at  (800)  DIGITAL. 


Rational  Rose/Visual  Basic  provides  object 
modeling  for  teams  of  Visual  Basic  4.0  developers 
building  three-tiered  enterprise  applications.  It 
supports  the  Booch  and  OMT  object-oriented 
analysis  and  design  methods  and  generates 
code  for  and  reverse  engineers  Visual  Basic  4.0 
and  ActiveX  components.  Call  (800)  728-1212 
or  visit  www.rational.com. 


The  ComUnity  Visual  Framework,  developed  in 
collaboration  with  Microsoft,  is  a  tool  for  building 
large-scale  3-tier  client/server  applications 
using  VB4  OLE/ActiveX.  It  contains  tools,  code 
generators,  reuseable  code,  concepts  and  design 
rules  to  create  systems  that  are  fully  interna¬ 
tionalized  and  maintainable, 
comunity.sni.de/public/ot/ot.htm 


STERLING 

SOFTWARE 


VISION 
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COMPONENTS  ' 


Experience  Architected-RAD  with  Sterling 
Software’s  KEY:Workgroup.  These  integrated 
tools  combine  business  workflow  modeling  with 
data  modeling  and  database  design.  Using 
KEY:Workgroup,  VB  developers  architect 
business-driven  solutions  for  the  enterprise. 
(800)338-4130.  www.key.sterling.com 


Thin  down  your  fat  clients  with  Vision  Builder’s 
unique  Application-Business-Data  (ABD)  rules- 
driven  approach.  Unleash  the  power  of  Visual 
Basic  and  SQL  Server  while  building  your 
applications  in  a  fraction  of  the  time.  For  more 
information,  visit  our  Web  site  at 
www.vision-soft.com. 


Visual  Components,  Inc.  is  the  leading  provider  of 
component-based  development  tools  for  building 
Windows-based  applications  for  the  enterprise. 
Visual  Components'  tools  deliver  essential 
business  functionality,  encapsulated  in  tightly 
built  component  objects.  For  more  information, 
visit  www.visualcomp.com. 


w  Texas 
Instruments 

Texas  Instruments  Software 
creates  competitive  advantage  by 
reducing  application  life-cycle 
time.  Composer,™  a  component- 
based  development  tool,  enables 
the  assembly  and  maintenance  of 
client/server  systems.  Arranger™ 
promotes  component  reuse  with 
Visual  Basic  applications.  Visit 
www.ti.com/software. 


Interested  in  obtaining  access  to 
business-critical  information  in 
enterprise  networks  and  beyond, 
or  building  custom  applications 
with  our  ActiveX  controls?  RUMBA 
95/NT  does  this  and  more! 
Preview  the  RUMBA  advantage, 
(800)817-7997. 
www.walldata.com 


lile  generating  the  fastest  enterprise  applications.  The 
terprise  editions  of  both  tools  have  additional  features 
tmeet  the  requirements  of  large  application  development, 
ir  developers  will  build  applications  that  are  scalable, 
>ort  Internet  development  and  can  access  databases  of 
si  inds.  Plus,  with  Visual  SourceSafe"'  your  team  will  be 
ae  to  share  files,  coordinate  efforts,  and,  well,  become 
rtr**  team-like.  But  great  application  development  requires 


Where  do  you  want  to  go  today?^ 


more  than  just  a  great  set  of  coding  tools.  Our  3rd-party 
partners  deliver  tools  for  data,  object,  and  process  modeling; 
application  testing;  maintenance;  and  bug  tracking.  And 
since  they’re  integrated  with  Visual  Basic  and  Visual  C++, 
you  get  the  same  familiar  development  environments  that 
will  reduce  your  learning  curve.  To  check  out  our  Enterprise 
Partners  and  Microsoft  Enterprise  Tools,  see  the  attached 
insert  or  visit  us  at  our  website. 

Microsoft 

www.microsoft.com/edevpartner/ 


E-<§3  Stockage  Simulation  data 

t  JIMS  PR  4!  CreditCard 
E  Qj  Stored  Procedures 
ShSl  Tables 


rools  let  you  apply 
one-of-a-kind 


(if  you’re  short  on  aplomb,  try  our  3rd-party  partners.) 
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Publishers  Note 


CIO  SALES  OFFICES 


So  you  think  you  have  a  Web  project  worthy  of 
mention?  Here's  your  chance  to  let  us  know. 


CIO's  sister  publication,  WebMaster ,  invites  you  to  nominate  your  com¬ 
pany’s  Web  initiative  for  the  WebMaster  50/50  Awards,  which  recognize 
50  outstanding  Internet  and  50  outstanding  intranet  projects  in  the  busi¬ 
ness,  government  and  nonprofit  arenas.  The 
WebMaster  50/50  will  honor  those  organiza¬ 
tions  whose  Web  sites  deliver  business  value 
through  the  innovative  use  of  design,  tech¬ 
nology,  content  and  functionality.  The  win¬ 
ners  and  their  organizations  will  be  featured 
in  the  August  1997  issue  of  WebMaster  and 
on  the  magazine’s  Web  site  at  wwiv. 
web-master.com. 

You  can  nominate  an  entire  Web  envi¬ 
ronment,  a  single  site  or  a  single  applica¬ 
tion.  Keep  in  mind  that  a  Web  project  will 
be  judged  on  how  well  an  innovative  appli¬ 
cation  or  site  has  met  your  organization’s  business 
objectives.  For  instance,  has  your  company  formed  a  collaborative  work¬ 
group  environment  on  the  Intranet,  set  up  online  training  or  developed  a 
communications  path  with  strategic  business  partners?  Have  you  executed 
a  successful  marketing  or  promotional  campaign,  created  new  markets  or 
developed  a  unique  customer  service  model? 

One  of  the  most  important  criteria  the  WebMaster  50/50  judges  will 
examine  is  business  value.  We  realize  measuring  business  value  gained 
from  the  Web  is  no  easy  task.  But  we  encourage  applicants  for  the  award  to 
look  beyond  straight  ROI  and  take  into  account  cost  avoidance,  new  mar¬ 
keting  opportunities,  increased  productivity,  new  products  and  services, 
and  business-process  transformation. 

An  application  form  will  be  available  in  the  January  issue  of  WebMaster. 
If  you  do  not  receive  WebMaster,  you  can  fill  out  a  “Call  for  Entries”  form 
at  www.web-master.com  starting  Jan.  13,  1997. 


itfou  U. 

P.S.  Speaking  of  business  value,  the  CIO  Enterprise  Value  Retreat  has 
expanded  its  format,  giving  you  an  extra  day  to  hear  from  industry  experts 
on  IT  value  metrics  and  network  with  peer  CIOs.  The  1997  Enterprise 
Value  Retreat  will  be  held  Feb.  2-5  at  The  Ritz-Carlton  Laguna  Niguel  in 
Dana  Point,  Calif.  Call  800  355-0246  or  visit  our  Web  site  at 
www.cio.com  to  register  for  this  annual  event. 
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PLATINUM  Backup  and  Recovery  Toolkit  for  DB2 


Because  you  need  insurance 

BEFORE  the  storm  hits.  I 


It  could  happen  at  any  time.  For  a  multitude  of  reasons.  Your  database  could  be  wiped  out.  Fortunately,  you  can  protect 
your  database  from  disaster  with  PLATINUM  technology's  Backup  and  Recovery  Toolkit  for  DB2.  You  see,  we  can  take  the 
vulnerability  out  of  your  system  before  the  storm  hits  with  the  fastest,  safest,  and  most  cost- 
effective  backup  and  recovery  solution  available  in  the  marketplace.  Our  integrated  suite  of  products 
provides  you  with  a  complete  recovery  solution  from  planning  to  daily  practices  to  backup  to 
recovery.  That  means  you  can  rest  easy,  knowing  you  have  the  most  efficient  recovery  program  in 
place — minimizing  downtime  and  saving  you  from  lost  revenue.  And  all 
because  you  planned  ahead.  So  prepare  for  the  unexpected  now.  Call  today 
for  your  FREE  copy  of  the  Backup  and  Recovery  Planning  Guide  for  DB2. 

Jhe  Open  Enterprise  Management  Company  Because  the  Storm  COUld  be  Closer  than  yOU  think. 


PLATINUM 

TECHNOLOGY 


RECOVERY  SOLUTIONS  1.800. 890.7528. EXT.200I  infa@platinum.cDm  www.platinum.cam 


PLATINUM  technology,  inc..  1815  South  Meyers  Road,  Oakbrook  Terrace.  Illinois  60181  Phone  630.620.5000  Fax  630.691 .0718  All  product  names  mentioned  are  trademarks  or  registered  trademarks  of  the  respective  owners  and  their  subsidiaries  PLATINUM  technology  and  the 
PLATINUM  technology  logo  are  registered  trademarks  of  PLATINUM  technology,  me.  ©  19%  PLATINUM  technology,  inc. 


Remember  the  thrill  you  got  the  first  time  you  were  in  complete  control? 


The  feelings  hack. 


Sure  you  were  nervous  when  you 
got  behind  the  wheel,  but  once  you  got 
the  hang  of  it,  barreling  that  baby  round 
the  track  put  you  on  top  of  the  world. 

Today,  you  ’re  trying  to  manage 
something  that’s  a  lot  more  complicated. 

A  network  computing  environment  that 
includes  mainframes,  servers  and  desktops 
scattered  all  over  the  planet.  You  need 
a  management  solution.  A  smart  one. 

Maybe  that’s  why  so  many  companies 
are  relying  on  us  to  bring  order  to  the  way 
they  do  business.  Which  is  what  Tivoli 
TME  10 ™  is  all  about.  Because  it’s  the 
only  mainframe-to-desktop  management 
solution  that’s  highly  sc  ale  able,  truly  open 
and  capable  of  operating  transparently 
across  all  major  platforms  ( including  the 
most  popular  versions  of  UNIX/  NetWare ® 
Windows f  Windows  NT 7  MVSf  OS/2 f 
and  OS/400®).  Plus,  with  Tivoli  Manager 
for  Applications,  it’s  the  one  and  only 
proven  environment  for  mission-critical 
applications  management. 

And  now,  with  all  the  worldwide 
resources  of  IBM ®  behind  us,  we  also 
deliver  unmatched  service  and  support 
wherever  you  do  business. 

So,  if  you  ’re  ready  to  get  back  in 
complete  control,  give  us  a  call.  We  can 
put  you  behind  the  wheel  again. 

1  800  965-8548 
www.tivoli.com 


Managing  Network  Computing.  The  Smart  Way. 
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Taking  a  Swipe  Out  of  Lines 


NEW  TECHNOLOGY 


V 


Cash  regis¬ 
ters  in  grocery  stores  might  not 
be  considered  high-tech,  but 
some  stores  are  using  newfangled 
versions  to  take  the  express  lane 
to  the  cutting  edge.  In  Kentucky, 
upstate  New  York  and  New 
Hampshire,  several  groceries  are 
experimenting  with  self-serve 
machines  that  allow  shoppers  to 
buy  it  and  bag  it  without  a  clerk. 
H.  ilSfc  The  machines5  developed  by 
Optimal  Robotics  Corp.  in  Mon¬ 
treal,  and  manufactured  by  Spec- 
tra-Physics  Scanning  Systems 
Inc.  in  Eugene,  Ore.,  combine 
technologies  used  in  supermarket 
scanners,  automated  teller 
machines,  change  makers  and 
automated  gasoline  pumps.  Op¬ 
timal’s  U-Scan  Express  allows 
shoppers  to  scan,  weigh,  bag  and 


pay  for  their  own  groceries.  If  the 
weight  of  an  item  added  to  the 
bag  doesn’t  match  that  of  the 
item  scanned,  the  machine  re¬ 
quests  the  user  to  rescan  the  item. 
If  a  product  can’t  be  scanned,  at¬ 
tendants  can  identify  it  from  a  re¬ 
mote  location  through  a  surveil¬ 
lance  camera,  and  if  a  shopper 
buys  items  like  cigarettes  or  alco¬ 
hol,  attendants  can  check  their 
identification  for  proof  of  age 
with  the  camera  as  well. 

Henry  Karp,  executive  vice 
president  of  Optimal,  says  the 
U-Scan  was  created  to  lower  the 
costs  of  current  checkout  proce¬ 
dures.  Two  U-Scans  can  fit  in  the 
space  of  one  checkout  lane,  and 
people  can  scan  and  bag  their 
own  groceries  faster  than  a  clerk, 
he  says.  “We  felt  that  we  could 


apply  similar  kinds  of  conceptual 
technology  used  by  ATMs,”  Karp 
says.  “We’ve  taken  a  lot  of  off- 
the-shelf  components  and  tech¬ 
nology  and  integrated  them.” 

This  development  comes  at  a 
time  when  scanner  technology  is 
taking  a  beating  from  consumer 
advocacy  groups.  A  June  survey 
by  the  state  of  Massachusetts  of 
eight  Osco  Drug  stores  in  Boston 
that  found  checkout  line  scan¬ 
ners  rang  up  incorrect  prices 
about  75  percent  of  the  time,  re¬ 
sulting  in  overcharges  of  about 
$3,000.  Saying  prices  had  been 
entered  into  the  system  incorrect¬ 
ly  and  that  a  computer  in  Chica¬ 
go  had  overridden  scanner  com¬ 
puters  in  Boston,  Osco  wrote  a 
$30,000  check  to  a  city  scholar¬ 
ship  fund  and  gave  away  almost 


Reality  Check  in  Aisle  One,  Please 


SCAN  OR  SCAM? 


Price  scanners  have  been  tagged  with  a  bad  rap. 

That  conclusion  from  the  Food  Marketing  Institute  (FMI),  a  Washington-based  nonprofit  as¬ 
sociation  that  conducts  research  for  its  membership  of  1 ,500  food  retailers,  wholesalers  and 
customers.  Refuting  published  estimates  that  scanning  errors  cost  consumers  anywhere  from 
$1  billion  to  $2.5  billion  annually,  in  its  backgrounder  "Shelf  Price  Accuracy  in  Supermarkets 
That  Scan,"  FMI  says  those  estimates  rely  on  selective  data  and  that  an  equally  selective 
counter  argument  would  show  that  scanner  undercharges  actually  save  consumers  billions 
each  year.  The  truth,  FMI  says,  is  that  there  is  no  reliable  data  on  scanner  errors  because  it  was 
only  in  1 995  that  the  National  Conference  on  Weights  and  Measures  developed  a  standard 
methodology  to  generate  such  data.  That  system,  which  promises  a  rain  check  for  reliable 
error  estimates,  has  been  tested  throughout  the  United  States  and  is  being  adopted  by  many 
states,  FMI  says. 

FMI  has  created  a  best  practices  guide,  "Price  Verification — Ensuring  Accuracy  at  Store 
Level."  You  can  order  it  by  writing  to  FMI  Publications  and  Video  Sales  at  800  Connecticut 
Avenue,  N.W.,  Suite  500,  Washington,  DC  20006,  calling  202  452-8444,  or  visiting  the  Web  site 
at  www.fmi.org.  ■ 
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WE  CAN  SATE  YOU  UP  TO  20#  ON 
YOUR  TOTAIi  COST  OF  COMPUTING. 
IF  YOU'RE  WILLING  TO 


We  re  not  talking  chump  change.  When  you  add  up  basic  maintenance,  help  desk, 
and  other  support  costs,  each  PC  runs  you  about  $6,000  over  its  lifetime.  If  you’ve  got 
5.000  computers,  that’s  $30,000,000.  Ouch.  But  you  can  cut  that  pain  by  up  to  20%. 
In  this  case,  six  million  bucks.  It's  not  new  math.  It’s  a  new  way  of  thinking.  Call  for  our 

FREE  REPORT  1-800-3  68-394  6. 

TSMEntex 

Total  PC  Management 
Because  You’ve  Cot  A  Business  To  Kunf 


TRATION  BY  ROLLIN  MCGRAIL 


Trendlines 


$200,000  worth  of  free  food  to 
make  amends. 

Blaming  errors  on  comput¬ 
ers  is  nothing  new,  but  the  hub¬ 
bub  in  Boston  happened  as  the 
supermarket  industry  was  lob¬ 
bying  Massachusetts  lawmak¬ 
ers  to  allow  shops  to  stop  pric¬ 
ing  products  individually  if 
shelf  and  scanner  prices  were 
coordinated  electronically. 
Massachusetts,  one  of  few 
states  that  require  stores  to 
price  individual  items,  is  a 
hotbed  for  scanner  watchdogs, 
and  Osco  isn’t  the  only  compa¬ 
ny  in  the  dog  house.  Two 
months  after  Osco  came  under 
fire,  Massachusetts  officials 
claimed  checkout  scanners  at 
five  Lechmere  stores  in  the  state 
reported  prices  incorrectly 
more  than  half  the  time,  usually 
resulting  in  overcharges.  Lech¬ 
mere  officials  also  said  a  com¬ 
puter  in  Chicago  overrode  local 
scanning  systems.  -Heath  Row 

Room  With 
More  Than 
a  View 


SWEET  SUITE 


futuristic  movies:  voice-recogni¬ 
tion  systems  that  turn  on  lights, 
doors  that  open  by  themselves 
and  multimedia  televisions  con¬ 
necting  broadcast  TV,  computers, 
and  wireless  communications. 
Well,  forget  the  movies  and  check 
out  (or  check  into)  Cyber  Suite. 

The  Century  Plaza  Hotel  and 
Tower  in  Century  City,  Calif.,  has 
introduced  a  new  guest-room  en¬ 
vironment  that  includes  a  door 
that  recognizes  the  card  key  in 
your  pocket  and  opens  automati¬ 
cally  and  a  bath  that  can  be  drawn 
at  your  behest. 


Findings  Client  Servitude 


Not  Very 
Well  Served 


The  move  toward  client/server  computing  is  still  barreling 

ahead  like  an  ox  on  Rollerblades,  but  you  probably  didn’t  need  a  survey  to 
figure  that  one  out.  Still,  Datapro  Information  Service’s  1996  Client/Server 
Issues  poll  went  beyond  the  obvious  and  found  some 
interesting  details  about  the  move.  To  wit: 

■  Scalability  jumped  to  third  on  the  list  of  benefits; 
last  year  it  finished  sixth.  Dennis  Byron,  the  senior 
analyst  who  wrote  the  report,  says  that  indicates  an 
important  maturing  of  users’  experience.  According 
to  Byron,  companies  are  finally  recognizing  that  seal- 
ability  is  the  only  benefit  directly  attributable  to 
client/server  migration.  The  “implementation  experi¬ 
ence  is  beginning  to  supplant  opinions  based  on  sup¬ 
plier  promises  and  propaganda,”  he  writes. 

■  The  percentage  of  respondents  who  decided  to  im¬ 
plement  client/server  rose  to  46  percent,  up  from  25 
percent  last  year.  Surprisingly,  the  number  who  have 
decided  against  the  move  also  rose,  from  5  percent 
last  to  year  12  percent  in  1996.  Byron  attributes  that 
to  a  large  number  of  “undecideds”  in  the  1995  survey 
falling  off  the  fence  this  time  around:  Most  landed  on 
the  side  of  “yea,”  while  the  “undecided”  contingent 
fell  from  63  percent  last  year  to  29  percent. 

■  The  cost  of  products  and  services  used  to  imple¬ 
ment  client/server  systems  is  divvied  up  as  follows: 

Hardware  takes  the  biggest  slice  (33  percent),  fol¬ 
lowed  by  systems  and  operating  software  (16  per¬ 
cent),  applications  software  (16  percent),  database 
management  systems  (12  percent)  and  development 
tools  (9  percent),  plus  small  slices  for  outside  consult¬ 
ing  and  training  services. 

However,  based  on  respondents’  estimates,  the  time 
required  for  development  doubles  the  expenses  of 
client/server.  In  other  words,  development  time  costs 
companies  as  much  as  the  sum  of  all  the  components 
listed  above. 

The  most  commonly  named  disadvantage  of 
client/server  computing  is  lack  of  expertise  (listed  by 
48  percent  of  respondents),  followed  by  cost  (33  per¬ 
cent),  systems  management  issues  (32  percent),  imma¬ 
ture  standards  (28  percent)  and  organizational  adjust¬ 
ments  (27  percent). 

The  response  base  for  the  survey  was  720  professionals,  distributed  fairly 
evenly  among  North  and  South  America,  Europe  and  Asia/Pacific.  The  full 
survey  report  costs  $250;  call  Datapro ’s  Lucinda  Washington  at  609  764- 
0100,  Ext.  2897.  -Derek  Slater 


Pick  One 

Percentage  of  IS 
professionals 
who  named  these 
the  top  benefits 
of  client/server 

Better  end-user 
access  to  data 

26 

Flexibility  to  adapt 
to  change 

14 

Scalability 

11 

Productivity 

improvement 

10 

Access  to 
legacy  data 

5 

Speed  of 
development  and 
deployment 

5 

SOURCE:  DATAPRO 
INFORMATION  SERVICE 
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SAS" 


FREE for  a  Limited  Time. .  .A  CD  ROM  Preview  of 


The  Top  New 
Data  Warehousing 
Software 


When  200,000  IS  managers  were  asked  to 
choose  the  top  software  for  data  warehousing, 


their  answer  had  a  familiar  ring: 

SAS  software  from  SAS  Institute. 


PRODUCT 

OF  THE 

YEAR  1996 

IS  MANAGERS  CHOICE 


r  y 


As  the  only  end-to-end  solution  for  rapid  data 
warehousing,  SAS  software  delivers  everytliing 

you  need  to  manage,  organize,  DATAMATION 
and  exploit  your  business  data. 

The  tools  you  use  to  build  a 
data  warehouse  are  the  same 
ones  used  to  maintain  it. .  .nm 
it... and  change  it.  And  what’s  more,  everything’s 
sealable.  You  can  jump  right  into  enterprise-wide 
information  delivery  applications... or  start  small 
and  build  on  your  success. 

SAS  software  doesn’t  consume  overhead  for 
database  features  you  don’t  need.  And  once  you 
have  data  in  the  warehouse,  you'll  find  everytliing 
you  need  for  data  query  and  reporting,  OLAP/ 
multi-dimensional  analysis,  data  mining,  database 
marketing,  data  visualization,  and  much  more. 
It’s  never  been  easier  to  access  your  data... or 
to  arrive  at  informed  decisions  by  turning  raw 
data  into  real  information. 


SAS  Institute 


Software  for  Successful  Decision  Making 


Phone  919.677.8200  Fax  919.677.4444 
In  Canada  1.800.363.8397 

You  can  also  request  your  free  Cl)  ROM,  and  learn 
more  about  SAS  seminars  in  your  area,  by  visiting 
us  on  the  World  Wide  Web  at  http://www.sas.com/ 


E-mail:  cio@sas.sas.com 


Institute. 


Software 


for 


Successful 


Decision 


Making. 


S/IS  is  a  registered  trademark  of  SAS  Institute  Inc.  Copyright  C  1996  by  SAS  Institute  Inc. 


WHY  DELTA 
FLIES  A  LITTLE 
FASTER  THAN 
OTHER 
AIRLINES. 


It  was  a  simple  enough  request.  Delta  needed  3,700 
desktop  PCs,  with  the  fastest  Pentium  processor  made,  in 
order  to  speed  up  their  reservations  process.  Oh,  and  did 
we  mention  they  needed  them  in  ten  days  to  beatthe  fiscal 
year-end? 

In  less  time  than  it  would  take  some  other  companies 
to  panic,  we  designed  and  built  the  pilot  systems,  Delta 
approved  them,  our  round-the-clock  assembly  groups 
shifted  into  high  gear,  and  we  delivered  every  computer 
to  its  correct  destination.  Not  in  ten  days,  though.  In  seven. 


'Non-discountable  promotional  price.  tFor  a  complete  copy  of  our  Guarantees  or  Limited  Warranties,  please  write  Dell  USA  L.P.,  2214  W  Braker  Lane,  Suite  D,  Austin.  TX  78758  ★Prices  and  specifications  valid  in  the  U  S  only  and  subject  to  change  without  notice  4This  on-site  parts  and 
information  call  Dell's  TechFaxSM  line  at  1-800-950-1329.  °Veri-Test  Cross-Country  tests  simulate  typical  executive  use  of  Windows  95  applications  Power  Management  was  enabled,  8MB  RAM  was  installed.  MS.  Microsoft.  Windows  and  Windows  NT  are  registered  trademarks  of  Microsoft 
EtherLink  are  registered  trademarks  of  3Com  Corporation  XJACK  is  a  registered  trademark  of  US  Robotics  Mobile  Communications  Corp  BusinessCare  and  DirectLine  are  service  marks  of  Dell  Computer  Corporation.  ©1996  Dell  Computer  Corporation.  All  rights  reserved 
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Better  safe  than  sorry,  we  figured, 

What’s  most  interesting  about  this  story  is  that  it's 
anything  but  an  act  of  heroism.  It's  standard  operating 
procedure  here  at  Dell,  as  it  has  been  from  the  very 
beginning. 

You  see,  our  job  isn't  just  making  computers.  It's  doing 
whatever  we  can  to  help  solve  serious  business  problems 
for  our  serious  business  customers.  And  it's  a  job  we 
take. ..well,  very  seriously.  Give  us  a  call.  We'll  show  you 
that  we  love  to  fly  as  much  as  Delta  does. 


D0LL 

800-946-3355 

http://www.dell.com 

Mon-Fri:  7am-9pm  CT  •  Sat  10am-6pm  CT 
Sun  12pm-5pm  In  Canada* call  800-839-0148 


Keycode  #13029 


WM 
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WITH  HIGHER-PERFORMANCE 
DELL  PCs,  DELTA  BECAME  A 
HIGHER-PERFORMANCE  AIRLINE. 


DELL®  OPTIPLEX®  GXpro  180  DESKTOP 

180MHz  PENTIUM®  PRO  PROCESSOR 

•  32MB  EDO  ECC  DIMM  RAM 

•  2GB  EIDE  Hard  Drive 

•  256KB  Internal  L2  Cache 


•  15LS  Monitor  (13.7"  v.i.s.,  .28NI) 


•  8X  EIDE  CD-ROM 

•  S3  Trio  64V+  PCI  Video  Card  with 
2MB  Video  Memory 

•  Integrated  Vibra  16  Audio 

•  Integrated  3Com®  PCI  EtherLink®  III 

•  Windows  NT®  4.0  with  1  Year  Support 

•  NE W Tool-less  Convertible  Desktop/ 
Mini  Tower  Chassis 


•  3  Year  Warranty' 

$2718 

Product  Code:  300350 

DELL  OPTIPLEX  G Xpro  180  DESKTOP 

180MHz  PENTIUM  PRO  PROCESSOR 

•  32MB  EDO  ECC  DIMM  RAM 

•  3GB  EIDE  Hard  Drive 

•  256KB  Internal  L2  Cache 

•  17LS  Monitor  (15.7"  v.i.s.,  .28NI) 

•  8X  EIDE  CD-ROM 

•  S3  Trio  64V+  PCI  Video  Card  with 
2MB  Video  Memory 

•  Integrated  Vibra  16  Audio 

•  Integrated  3Com  PCI  EtherLink  III 

•  Windows  NT  4.0  with  1  Year  Support 

•  A/£WTool-less  Convertible  Desktop/ 

Mini  Tower  Chassis 

•  3  Year  Warranty 

$3128 

Product  Code:  300334 


I  labor  service  provided  by  Digital  Equipment  Corporation  and  is  available  in  29  metropolitan  areas  For  more 
[1  Corporation  Intel,  the  Intel  Inside  logo  and  Pentium  are  registered  trademarks  of  Intel  Corporation  3Com  and 


DELL  POWEREDGE®  SP  5166  SERVER 

166MHz  PENTIUM  PROCESSOR 

•  512KB  Write  Back  L2  Cache 

•  64MB  Parity  Memory 

•  Integrated  NCR  810  Fast  SCSI-2  Controller 

•  4GB  Fast  SCSI-2  Hard  Drive 

•  8X  SCSI  CD-ROM  Drive 

•  Intel'  Pro  100  PCI  Ethernet  Adapter 

•  SafeSite”  Server  Management  System 


DELL  LATITUDE®  XP;  P133ST  NOTEBOOK 

133MHz  PENTIUM  PROCESSOR 

•  11.3"  SVGA  Active  Matrix  Color  Display 

•  40MB  RAM/2.1  GB  Removable  Hard  Drive 

•  Smart  Lithium  Ion  Battery  with  Advanced 
Power  Management" 

•  PCI  Bus  Architecture  with  256KB  L2  Cache 

•  Integrated  16-bit  Sound 

•  128-bit  High  Performance  Video  Controller 
with  Integrated  Video  RAM 

•  Infrared  Port  for  Wireless  Connectivity 

•  28.8  XJACK®  Cabled  Modem/Leather  Case 

•  3  Year  Limited  Warranty’ 

SYSTEM  NOT  PICTURED 

$4399 

Product  Code:  600218 

DELL  LATITUDE  XPi  CD  P150ST  NOTEBOOK 

NEW  150MHz  PENTIUM  PROCESSOR 

•  12.1 "  SVGA  Active  Matrix  Color  Display 

•  Integrated  6X  CD-ROM  Drive  and  Floppy  Drive 

•  48MB  RAM/2.1  GB  Removable  Hard  Drive 

•  Smart  Lithium  Ion  Battery  with  Advanced 
Power  Management" 

•  PCI  Bus  Architecture  with  256KB  L2  Cache 

•  Integrated  Four  Speaker  16-bit  Sound 

•  128-bit  High  Performance  Video  Controller 
with  Integrated  Video  RAM 

•  Infrared  Ports  for  Wireless  Connectivity 

•  28.8  XJACK  Cabled  Modem/Leather  Case 

•  Optical  Trackball 

•  3  Year  Limited  Warranty 

$5299 

Product  Code:  600253 

•  Includes  Microsoft"  Windows  NT  Server 

•  1  Year  DirectLine™  NOS  Support 

•  3  Year  Warranty’  including  1  Year  NBD 
0n-siteA  Service 

•  7  x  24  Dedicated  Server  Hardware 
Technical  Support 

$4599 

Product  Code:  200149 


Trendlines 


Technology  by  Master- 
voice's  "Butler-in-a-Box,"  from 
Automated  Voice  Systems  Inc. 
in  Yorba  Linda,  Calif.,  allows  for 
the  voice-activated  environ¬ 
ment.  The  computerized  con¬ 
trol  combines  speech  recogni¬ 
tion  and  telephone  activation 


with  human  logic  to  operate 
lighting,  draperies,  climate 
control,  television  and  enter¬ 
tainment  center.  You  can  even 
call  your  "butler"  from  pool- 
side  and  have  that  bath  drawn 
and  waiting  upon  your  return 
to  the  suite.  ■ 


When  You  Care  Enough 
to  Automate 


DIGITAL  GREETINGS 


“Roses  are  red/violets  are  blue/I’m 
getting  help  from  my  computer/ ’cause  I  want  to  be  your 
suitor.” 

How’s  that  for  heartfelt  sentiment?  Hallmark  Cards  Inc. 
and  American  Greetings  Corp.  have  both  introduced  sys¬ 
tems  that  allow  customers  to  delegate  the  hassle  of  staying  in 
touch  with  their  friends  and  loved  ones  to  the  technicians  of 
the  greeting  card  giants. 

Senders  can  select  or  design  a  card  electronically,  type  in 
the  recipient’s  name  and  address,  and  click  on  an  “order” 
icon.  A  printed  card  is  then  sent  to  the  chosen  recipient.  The 
programs  will  even  send  flowers  or  chocolates  with  some 
cards  after  users  customize  the  image  on  the  front,  the  prose 
inside  and  the  logo  on  the  back. 

Miss  Manners  might  not  approve  of  the  impersonal  na¬ 
ture  of  this  business,  but  it  beats  the  wrath  of  Aunt  Matilda 
when  you  forget  her  birthday.  Computer-generated  cards  are 
sure  to  look  a  little  clunky  compared  with  their  old-fash¬ 
ioned  foil-and-lace  predecessors.  But  these  superficial  con¬ 
cerns  may  not  matter  to  younger  consumers  who  have  been 
fully  wired  since  childhood.  And  that’s  the  group  card  mak¬ 
ers  say  they’re  trying  to  attract.  ■ 


oT/y  (DeareS't  Auntie 
On  th<Svery  Sptdal 


No  Groupware-withal 

You  know  all  those  lovely  team-building, 

knowledge-sharing,  warm-fuzzy-giving  features 
that  groupware  offers?  Most  companies  don't  use  'em. 
In  fact,  the  function  most  heavily  used  in  typical 
groupware  software  is  (yawn)  e-mail.  These  tidbits 
about  groupware  use  (or  lack  thereof)  appear  in  a 
recent  study  of  organizations  using  Lotus  Notes  by  the 
John  E.  Anderson  Graduate  School  of  Management  at 
UCLA  and  Arthur  Andersen  Business  Consulting: 


Messaging  - 
or  scheduling 
tool 


—  Knowledge 

management  tool 


Most  organizations  still  use 
groupware  primarily  for  its  most 
basic  communication  function — 
sending  and  receiving  e-mail. 


SOURCE;  UCLA/ARTHUR  ANDERSEN  GROUPWARE  USAGE  STUDY 


The  Next  Big  Thing 


FAD-O-RAMA 


was  TQM;  then  there  was 
BPR.  Ready  for  the  next 
spoonful  of  alphabet 
soup?  It’s  PE.  No,  not  the 
phys.  ed.  of  your  knock- 
kneed  junior  high  days. 
Process  excellence. 

That’s  according  to  An¬ 
dersen  Consulting  and 
The  Economist  Intelli¬ 
gence  Unit  (publishers  of 
The  Economist ),  joint  au¬ 


thors  of  the  report  “Build¬ 
ing  Process  Excellence.” 
Process  excellence  com¬ 
bines  the  incremental  im¬ 
provements  of  total  quali¬ 
ty  management  and  the 
more  revolutionary  steps 
associated  with  business 
process  reengineering.  “In 
order  to  have  process  ex¬ 
cellence,  you  need  a  port¬ 
folio  of  changes  in  your  ar¬ 
senal — sometimes 
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ILLUSTRATION  BY  ROLLIN  MCGRAIL 


WE  KNOW  HOW  TO  GET  YOU  TO  THE  MOON. 
FIELDCREST  CANNON  KNOWS  HOW  TO 
KEEP  YOU  COMFORTABLE  WHILE  YOU’RE  THERE. 


From  designing  the  next  generation  space  shuttle  to  outsourcing  services  for 
one  of  America’s  largest  manufacturers  of  home  textiles,  Lockheed  Martin  has 
been  applying  its  IT  expertise  to  help  customers  achieve  their  visions  for 
decades.  Vou  don’t  have  to  be  a  rocket  scientist  to  understand  the  strategic 
value  of  managing  information.  Vou  just  need  to  partner  with  a  company  who  can 
help  you  adapt  to  changing  requirements,  improve  your  processes  and  expand 
your  capabilities.  Call  us  at  1-800-572-7887.  Vou’ll  be  comfortable  with  us,  too. 


http://www.lmco.com/ 


LOCKHEED  MARTIN 

Mission  Success 


PHOTO  BY  KELLER  AND  KELLER 


Trendlines 


According  to  a  survey  of 800  people,  25-  to  34- 
year-olds  believe  they  can  use  technology  to 
enhance  their  economic  prospects,  improve 
their  career  opportunities  and  streamline  their 
personal  finances. 

Source:  Global  Strategy  Group,  for  the  American  Stock  Exchange 


dramatic,  sometimes  incre¬ 
mental,”  says  Timothy  Ad- 
monius,  managing  partner 
of  the  Americas  process 
competency  practice  for  An¬ 
dersen  Consulting  and  one 
of  the  study’s  authors. 

A  commitment  to  ongo¬ 
ing  process  change  of  both 
sorts  is  the  competitive  ad¬ 
vantage  of  the  future,  ac¬ 
cording  to  Admonius.  “Pro¬ 
cess  excellence  is  really 
saying  that,  as  a  strategy, 
how  you  do  something  is 
maybe  more  important 
than  the  product  itself,”  he 
says. 

IT  has  a  unique  role  to 
play  in  building  process  ex¬ 
cellence.  Conventional  wis¬ 
dom  says  to  look  first  at  the 
processes  that  require 
change  and  then  find  the 
technology  that  will  enable 
them  to  do  so.  Taking  the  re¬ 
verse  approach  can  be  very 
powerful,  Admonius  says: 
Look  at  technology  and 
imagine  first  what  it  might 
enable.  “Start  with,  ‘What  if 
I  could  know  every  cus¬ 
tomer  as  an  individual  and 
had  direct  access  to  all  of 
them?  What  if  I  could  cus¬ 
tomize  my  products  for  each 
customer?’”  he  says.  The 
“what-ifs”  raised  by  new 
technologies  can  point  to 
more  innovative  process 
change. 

The  study  profiles  eight 
pioneers  of  process  excel¬ 
lence.  Among  their  experi¬ 
ences: 

■  Thames  Water  Utilities 


Ltd.,  a  Reading,  England- 
based  utility,  reworked  its 
logistics  process  for  deliver¬ 
ing  services  and  products  to 
its  internal  field  operators. 
Then  the  company  cut  its 
number  of  suppliers  from 
14,000  to  less  than  5,000. 
One  of  the  key  elements  of 
the  overhaul  involved  writ¬ 
ing  detailed  specifications 


for  the  IT  systems  needed  to 
manage  the  revamped  inven¬ 
tory  and  warehouse  man¬ 
agement  processes.  In  addi¬ 
tion  to  slashing  the  supplier 
base,  Thames  Water  cut  its 
inventory  by  70  percent  and 
consolidated  23  warehouses 
into  a  single  facility. 

■  Belgacom  is  Belgium’s 
state-owned  telecommuni¬ 
cations  provider.  In  1998, 
the  company  will  confront  a 
new  challenge:  market 
deregulation  that  will  open 
the  floodgates  of  competi¬ 
tion.  Just  a  few  years  ago, 
Belgacom’s  service  was  no¬ 
torious  for  long  delays  in  fill¬ 
ing  new  orders  or  making  re¬ 
pairs.  The  company 
undertook  dramatic  process 


redesign  to  foster  better  pro¬ 
visioning  and  repair;  as  that 
initiative  continues,  Belga¬ 
com  is  also  tackling  incre¬ 
mental  process  changes  and 
organizational  redesign. 

While  each  company  pro¬ 
filed  is  at  a  different  stage  in 
the  use  of  IT,  “they  all  recog¬ 
nize  that  technology  is  the 
key  enabler  of  change,”  says 
Admonius.  Just  remember 
once  you  start  attending 
conferences  and  reading 
management  tomes  by  in¬ 
stant  gurus  on  this  PE 
stuff — you  read  about  it 
here  first. 

For  a  copy  of  the  report, 
call  The  Economist  Intelli¬ 
gence  Unit  at  212  554-0600. 

-Derek  Slater 


A  Laughing  Matter 


STRESS  MANAGEMENT 


When  Dr.  Bowen  White  chats  to  business  folks  about  reduc¬ 
ing  stress,  they  think  he's  just  a  clown.  And  the  red  nose,  big  shoes,  sight  gags  and  jug¬ 
gling  tricks  don't  dispel  that  impression.  Since  1991,  White  has  been  appearing  as  Dr. 
Jerko,  the  clown-proctologist,  when  he  lectures  on  thefiner  points  of  stress  manage¬ 
ment  and  preventive  medicine. 

"As  a  clown,  I  have  a  license  for  lunacy  and  nuttiness  that  makes  people  drop  their  de¬ 
fensive  attitudes,"  explains  the  Kansas  City,  Mo.  physician.  By  goofing  around  with  audi¬ 
ence  members  and  making  them  laugh,  White  aims  to  show  that  fun  has  a  role  in  com¬ 
bating  stress  and  fostering  a  sense  of  well-being. 

"Much  of  what  we're  taught  to  do  as  adults  isn't  healthy,"  White  contends.  "We  take 
ourselves  too  seriously,  we  lose  our  curiosity  and  open-mindedness 
and  we  don't  do  enough  introspective  work."  All  too  often, 

White  finds,  corporate  environments  contribute  to 
stress  levels  because  they  don't  encourage  experi¬ 
mentation  and  permit  failure.  "What's  impor¬ 
tant  in  terms  of  mental  strength  is  acquir¬ 
ing  knowledge,"  White  says. 

"Companies  need  to  figure 
out  ways  to  support 
learning  and  give 
their  employ¬ 


ees  permis¬ 
sion  to  be 
human."  ■ 
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Supeiior  automated 
back-up  and  restore 
from  the  world’s 
largest  manufacturer 
of  8mm 


Some  things  are  hard  to  believe.  Like  disasters  and  total  data  loss.  But  these  things 
happen;  there’s  documented  proof.  If  it  ever  happens  to  you,  an  Exabyte  8mm  tape  library 
will  restore  your  data  faster  than  you  can  say  “mission  critical.” 

Exabyte  libraries  employ  sophisticated  technology,  like  intelligent  robotics  and  multiple 
drives  working  in  parallel,  to  ensure  fully  automated  back-up  and  rapid  file  retrieval.  Our 
modular,  field-replaceable-unit  design  yields  maximum  uptime.  And  when  equipped  with 
our  new  Mammoth  drive,  a  single  library  can  store  from  1 40  gigabytes  up  to  3.2  terabytes 
of  data  at  a  transfer  rate  up  to  86.4  GB/hr* 

As  the  leader  in  8mm  technology,  we’ve  designed  our  libraries  to  be  compatible  with 
60  software  applications  across  all  client/server  platforms.  And  Exabyte  is  the  only 
manufacturer  to  design  all  the  components  in  a  family  of  libraries;  these  include  drives, 
media  and  robotics.  Our  tape  library  expertise  eases  integration, 
assures  a  clear  upgrade  path,  and  delivers  superior  performance, 
all  at  just  pennies  per  megabyte. 

Capacity,  performance,  reliability,  and  fully  automated  back-up: 

It  all  adds  up  to  peace  of  mind  that’s,  well,  unbelievable. 


Cal I  1-800-KXABYTE 
for  y>our  free  storage 
automation  planner. 


EXAIBWE*^ 


tape  libraries. 


http://www.exabyte.com 

"2:1  compression  ©1996  Exabyte  Corporation.  Exabyte  is  a  registered  trademark  of  Exabyte  Corporation,  1685  38th  Street,  Boulder,  Colorado,  80301  USA. 
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Enterprise  Value  Retreat  Partners:  AgUOM 


AT&T 


BOOZ  ALLEN  &  HAMILTON 


caBLeTRon 

_ SYsrems 

The  Complete  Networking  Solution’" 


AT&T  Solutions 


R  P 
E 

E  A 


RISE 


Awards 
e  r  e  m  o  n  y 


Join  CIOs  and  other  corporate  thought 
leaders  from  Fortune  1000  organizations  for  a 
three  day  immersion  assessing  the  enterprisewide 
value  of  IT  and  the  virtual  value  chain. 


Participate  in  a  case  study  with  the  CEO 
and  CIO  of  a  $2  billion  power  cable  manufacturing 
corporation.  The  Retreat  will  be  facilitated  by 
F.  Warren  McFarlan  of  the  Harvard  Business  School. 


As  a  Retreat  participant,  you  are 
invited  to  be  our  guest  at  CIO’s 
Enterprise  Value  Awards  ceremony 
and  dinner  to  be  held  Tuesday 
evening,  February  4.  The  Award 
recipien  ts  a  re  being  honored  for 
their  achievements  in  demonstrating 
ROI from  Information  Technology. 


Proud  Underwriter  of  CIO  Magazine's 
Enterprise  Value  Awards 

Ilf  AT&T 

AT&T  Solutions 


“We  are  in  the  midst 
of  a  technology 
discontinuity  which 
is  profoundly 
impacting  channels 
of  distribution, 
market  structures, 
organization  of 
work  and  service 
standards.  Good  management  is  at  the 
core  of  success.” 


-  F.  Warren  McFarlan 
Senior  Associate  Dean 
Director  of  External  Relations 
Ross  Graham  Walker 
Professor  of  Business  Administration 
Harvard  Business  School 


ou  will  take  part  in  a  real-life  case 
study  facilitated  by  F.  Warren 
McFarlan,  Senior  Associate  Dean, 
Director  of  External  Relations  and 
Ross  Graham  Walker  Professor  of  Business 
Administration,  Harvard  Business  School, 
designed  to  lead  participants  through  the  often 
tangled  path  of  Information  Technology  acqui¬ 
sitions.  From  conception  to  implementation, 
you  will  learn  how  to  justify  costs,  budget 
more  effectively,  sell  ideas  to  internal  manage¬ 
ment  and  users  and  gain  a  better  understand¬ 
ing  of  the  enterprisewide  strategic  implications 
of  your  decisions. 


Sunday,  February  2 


8:00am-10:30am 

12:30PM 


3:00pm-6:30pm 

6:30-7:00pm 


7:00pm- 10:00pm 


Registration  and  Breakfast 

Golf  Tournament  at  Monarch  Beach 

Golf  Links 

Registration 

Retreat  Introduction 

F.  Warren  McFarlan 

Senior  Associate  Dean 

Director  of  External  Relations 

Ross  Graham  Walker 

Professor  of  Business  Administration 

Harvard  Business  School 

Join  Retreat  participants  in  an 

event  synopsis 

Partners  Cafe 

Meet  other  participants  and 
Retreat  Partners 


Enterprise  Value  Retreat  Partners: 

a^yiau  /ii  |  TCI  AT&T  C3BL6TROn 

AQCROM  BOOZ-ALLEN  &  HAMILTON  - SYSTems 

INFORMATION  services  The  Complete  Networking  Solution"* 


AT&T  Solutions 


Monday,  February  3 


7:30am-8:15am 

8:15am-8:30am 


8:30am- 10:00am 


10:00am- 10:30am 
10:30am- 1  1:15am 


11:15am-12:00pm 


12:00pm-1:30pm 

1:30pm-2:30pm 


2:45pm-3:45pm 

4:00pm-5:00pm 

6:30pm-7:30pm 


7:30pm 


Breakfast 

Welcome  and  Opening  Remarks 

Joseph  L.  Levy 

Group  Publisher  ir  President 

CIO  Communications,  Inc. 

Managing  in  the  Marketspace 

John  J.  Sviokla 

Assistant  Professor  of  Business 

Administration 

Harvard  Business  School 

Implications  for  the  CIO  of  shifting 

from  marketplace  to  marketspace 

Mid-Morning  Break 

Exploiting  the  Virtual  Value  Chain 

John  J.  Sviokla 

Showing  how  to  extract  value  in 

"place"  and  in  "space" 

Cybersmith  Case  Study 
John  J.  Sviokla 

Examine  this  tech-retail-store-cafe 
entrepreneurial  Web  venture 
Luncheon 

Concurrent  Sessions 
Choose  among  several  sessions 
offered  by  our  Partners 
Concurrent  Sessions — Repeated 
Summation  of  days  case  study  and 
preview  of  Tuesday’s  case  study 
Partners’  Cafe 

Meet  other  participants  and  Retreat 
Partners 

Dine  Around  or  Captain’s  Table 


Tuesday,  February  4 


7:30am-8:15am 

8:15am-10:00am 


10:00  am-10:30am 
10:30am- 12:00pm 


Breakfast 

Business  Process  Redesign  and  the 
Role  of  Intranets 
F.  Warren  McFarlan 
Changes  in  infrastructure  being  facili¬ 
tated  by  today's  new  technologies 
Mid-Morning  Break 
Enterprise  Value  Case  Study: 
Southwire  Corporation 
F.  Warren  McFarlan 
View,  in  depth,  this  privately-held  $2 
billion  power  cable  manufacturing 
company 


12:00pm-1:30pm 
1:30pm  -  3:45PM 


4:00pm-5:00pm 


6:30pm-7:15pm 

7:15pm 


Luncheon 

Case  Study  Workgroups 

Break  into  small  groups  to  develop 
the  case 

New  Ways  of  Assessing  IT  Sendees 

F.  Warren  McFarlan 

New  reflections  on  the  make/buy 

decision 

Enterprise  Value  Awards  Reception 
Meet  the  Award  winners  and  judges 
Enterprise  Value  Awards  Ceremony 
and  Dinner 

Join  CIO  and  AT&T  Solutions  in 
recognizing  the  winners  of  the 
Enterprise  Value  Awards 


Wednesday,  February  5 


7:30am-8:15am  Breakfast 

8:15am-9:15am  Case  Study:  Roundtable  Presentations 
and  Discussion 

F.  Warren  McFarlan 
Examine  breakout  solutions 

9:15am-10:00am  Case  Study:  Epilogue  and  Reflections 

F.  Warren  McFarlan 


Roy  Richards,  Jr. 

Chairman  and  CEO 
Southwire  Corporation 

Lee  Hunter 

Vice  President 

Environmental  <b  Technical  Support 
Southwire  Corporation 

Review  case  decisions  with 
company  executives 
10:00am-10:30am  Mid-Morning  Break 
10:30am-1  1:45am  Delivering  IT  Results  in  the 
Information  Mediated  Age 
F.  Warren  McFarlan 
Techniques  and  processes  for 
ensuring  attractive  bottom  line  results 
11  :45am- 12:00pm  Summary 

F.  Warren  McFarlan 


Reservation  Form  on  Back  Page 
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Software  superior  by  design. 
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February  2-5,  1997 
Ritz-Carlton  Laguna  Niguel 
Dana  Point,  California 


ENTERPRISE 

VALUE 

RETREAT 

ENROLLMENT  APPLICATION 

Please  complete  the  enrollment  form  in  its  entirety. 

Name _ Telephone  _ 

Title _ Facsimile _ 

Organization  _ 

Address  _ Mail  Stop  _ 

City,  State,  Zip  _ 

E: Mail  Address  _ 

I  will  bring  a  companion.  Name: _ 

(A  companion  is  included  at  no  cost)  tin2 


What  is... 


Your  industry? 


Your  organization's  annual  revenues  or  assets? 
Your  annual  IT  budget? _ 


The  title  of  the  person  to  whom  you  directly  report? 


Which  of  the  following  statements  describe  your  personal  involvement  in  the  acquisition  of 
information  technology  products  and  services  for  your  organization?  (Check  all  that  apply) 
Do  you... 


□  Identify  or  establish  the  need 

□  Initiate  the  purchase 

□  Evaluate  brands 

Fee:  $2,250  □  Bill  company 

□  MC/AXA/ISA  (circle  one) 


□  Specify/recommend  brands  or  vendors 

□  Authorize  the  purchase 

□  Approve  the  budget 

□  Check  enclosed 

Acct.  # _ 

Signature _ 

Exp. _ 


Your  fee  includes  Retreat  attendance,  Retreat-related  materials,  meals,  entertainment  and  the  Enterprise  Value 
Awards  Ceremony  and  Dinner. 

Please  make  your  hotel  reservations  by  calling  the  Ritz-Carlton  at  714-240-2000. 

Be  sure  to  mention  you  are  attending  CIO's  Enterprise  Value  Retreat  to  receive  the  discounted  rate  of  $215.00  per  night. 
All  fees  must  be  paid  prior  to  the  Retreat.  No  refunds  or  cancellations  will  be  given  after  December  27,  1996.  CIO  reserves 
the  right  to  limit  attendance  to  practitioners  and  Partner  organizations. 

To  enroll  visit  our  Web  site  at  http://www.cio.com  or 
fax  this  completed  form  to  us  at  508-879-7720. 
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We  are  in  the  midst  of  a 
\  ech  nology  d isconti  nu  ity 
which  is  profoundly  unpact- 
Ing  channels  of  distribution, 
luirket  structures,  organiza- 
ion  of  work  and  service 
tandards.  Good  management 
S  at  the  core  of  success.” 

-  F.  Warren  McFarlan 
Senior  Associate  Dean 
Director  of  External  Relations 
Ross  Graham  Walker  Professor 
of  Business  Administration 
Harvard  Business  School 
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Join  CIOs  and  other  corporate  thought 
leaders  from  Fortune  1000  organizations  for  a 
three  day  immersion  assessing  the  enterprisewide 
value  of  IT  and  the  virtual  value  chain. 


Proud  Underwriter  of 
CIO  Magazine's  Enterprise 
Value  Awards 

Ip  AT&T 

AT&T  Solutions 


Participate  in  a  case  study  with  the  CEO 
and  CIO  of  a  $2  billion  power  cable  manufacturing 
corporation.  The  Retreat  will  be  facilitated  by 
F.  Warren  McFarlan  of  the  Harvard  Business  School. 
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Executive  Counsel  By  Christopher  Koch 

MANAGING  YOUR  CAREER,  STAFF  AND  PROFESSIONAL  RELATIONSHIPS 


The  Way  You  Say  It 

When  you  re  trying  to  get  through  to  the  troops, 
your  medium  can  be  as  important  as  your  message 


This  just  in  from  the 

Department  of  Bright  People 
Doing  Stupid  Things:  Your 
most  thoughtful  and  inspiring 
messages,  whether  they  are 
sent  via  paper,  via  video  or  in  person, 
might  backfire  colossally.  The  reason 
why  won’t  become  clear  until  after 
the  fact — if  at  all — because  it  will 
have  nothing  to  do  with  what  you 
said.  Some  very  intelligent  people  at 
General  Electric  Co.’s  Fairfield,  Conn., 
corporate  finance  department  found 
themselves  in  that  particular  pickle 
recently  when  they  wrote  an  inno¬ 
cent  memo  about  the  need  to  rein  in 
business  expenses.  Finance  had  care¬ 
fully  outlined  some  clear  expense 


goals  and  guidelines — all  reason¬ 
able — for  curtailing  costs,  with  a  nice 
business-case  kicker  at  the  end:  If  we 
keep  within  these  guidelines,  we  can 
save  the  equivalent  of  one  business 
unit’s  revenue  each  year. 

Finance  was  understandably  mys¬ 
tified  when  the  business  units  went 
ballistic.  As  it  turned  out,  no  one  was 
angry  about  the  content  or  the  goals 
of  the  memo;  the  hoopla  was  caused 
by  much  more  subtle  factors.  Tike 
context.  At  the  time,  GE  was  in  the 
midst  of  a  “workout,”  which  involved 
downsizing  and  had  been  touted  as  a 
plan  to  empower  the  various  GE  busi¬ 
ness  units  to  make  their  own  decisions 
on  business  policies.  A  memo  that 


dictated  expense  policies — however 
politely  and  reasonably — was  bound 
to  be  viewed  as  hypocritical. 

But  even  if  GE’s  business  units  had 
not  been  in  a  sensitive  mood,  the 
memo  could  not  have  done  the  best 
job  of  communicating  the  changes  in 
policy  simply  because  it  arrived  on 
paper.  “Written  communication  is 
lousy  at  changing  people’s  minds,” 
says  Steven  Kerr,  vice  president  of  cor¬ 
porate  leadership  development  for 
GE,  who  winced  as  he  recalled  the 
expense  policy  incident. 

Kerr  believes  there  are  only  three 
reasons  to  communicate  in  business: 
to  inform,  persuade  or  empower. 
Furthermore,  only  a  few  communi¬ 
cation  “channels”  are  available:  cor¬ 
respondence  on  paper,  oral  presen¬ 
tations  and  “symbolic”  events,  like 
the  CEO  painting  over  the  number 
on  his  reserved  parking  space.  And 
like  a  kid  trying  to  match  an  ele¬ 
phant-tagged  Garanimal  shirt  with 
elephant-tagged  Garanimal  pants,  if 
you  don’t  pair  the  right  message  with 
the  right  medium,  you’ll  wind  up 
looking  foolish. 

Pass  on  the  Pulp 

GE’s  finance  group  wanted  to  per¬ 
suade  the  business  units  to  change 
the  way  they  dealt  with  business  ex¬ 
penses — an  ambitious  goal.  If  you 
think  about  the  number  of  times  a 
memo  has  changed  the  way  you 
view  your  business  (nil,  zippo,  zilch), 
you  realize  why  persuasive  writing 
should  be  left  to  the  literary  types — 
not  the  folks  in  finance.  “People  didn’t 
understand  the  message  because  the 
channel  alienated  and  offended  them,” 
says  Kerr.  This  is  perhaps  the  biggest 
danger  of  turgid  memos  or  careless 
e-mail  directives:  their  power  to  tick 
off  everyone  involved.  “Written  is  one¬ 
way.  The  best  you  can  do  to  encourage 
dialogue  is  to  say,  ‘Contact  me  with 
questions.’”  But  more  important  is 
the  diffuse  impact  the  message  has 
on  its  audience.  “Writing  is  such  a  se- 
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At  just  70"  tall  and  33"  wide, 
it’s  a  little  powerhouse. 


Want  to  run  hot  new  UNIX  and 
client /server  applications?  Go  for  it. 


Surf’s  up. 

There’s  no  additional  charge  for 
OS/390  Internet  BonusPak  II. 


One-stop  shopping  with 
KSO-packaged  hardware,  software, 
services  and  financing. 


Pow  erful.  Not  power  hungry. 


■I 


Save.  Save.  Save. 
Operating  costs  are  low. 


Cost-efficient  optional  Internal  Disk 
keeps  data  accessible  and  available. 


Open  it  up  and  make  changes  without 
turning  it  off.  That’s  hot  sw  apping. 


Pow  er  outage?  No  problem. 
It’s  got  battery  backup. 


It’s  so  fast 

we  added  a  cool  racing  stripe. 


Introducing  the  IBM  S/390  Multiprise  2000. 
It’s  just  as  impressive  for  what  it  doesn’t  do. 


The  IBM  S/390  Multiprise  2000“  server  looks  like  it 
does  it  all.  However,  it  doesn't  take  up  much  space,  use  lots 
of  power  or  demand  much  time  of  your  staff. 

It  also  doesn't  force  you  to  buy  loads  of  new  software. 
The  S/390  Multiprise  server  can  handle  just  about  whatever 
you're  running  now  plus  the  latest  UNIX?  client/server  and 
S/390  programs.  Even  corporatewide  I  AN  data  is  a  simple 
interface  away.  And  Internet  and  intranet  transitions  are  easy. 
So  business  can  grow  with  the  S/390  Multiprise  family. 

What  s  more,  it  doesn't  consume  all  your  resources. 


The  S/390  Multiprise  saves  up  to  89%  in  floor  space,  95%  in 
energy  costs  and  actually  increases  performance  up  to  40%! 

And  it’s  all  ready  to  go  with  our  Entry  Server  Offering 
(ESO)  packages.  Which  give  you  hardware,  software,  services, 
maintenance  and  financing  at  significant  savings. 

The  new  S/390  Multiprise  2000.  If  you  want  to  be  even 

more  impressed,  stop  by  and  _ _  __ 

visit  www.s390. ibm.com  or  give  E  EEfE 

us  a  call  at  1  800  IBM-2468, 

ext.  CA254.  Solutions  for  a  small  planet" 


"As  compared  to  the  IBM  3090  class  processor  Savings  may  vary  depending  on  configuration  IBM  and  S/390  are  registered  trademarks  and  Multiprise  2000, 0S/390  and  Solutions  lor  a  small  planet  are  trademarks  ot  International  Business  Machines  Corporation 
UNIX  is  a  registered  trademark  in  the  United  States  and  other  countries  licensed  exclusively  through  X/Open  Company  Limited.  All  other  product  names  are  trademarks  or  registered  trademarks  of  their  respective  companies.  ©  1996  IBM  Corporation. 


Executive  Counsel 


The  Responsibility  Grid 

Knowing  your  audience  can  pay  off 

ENERAL  ELECTRIC’S  STEVEN  KERR  remem¬ 
bers  moderating  a  meeting  between  two  notorious 
corporate  enemies:  manufacturing  and  engineering. 
To  make  matters  worse,  the  business  unit’s  manufactur¬ 
ing  and  engineering  staffs  were  located  on  opposite 
coasts.  “We  had  a  lot  of,  ‘Whose  responsibility  is  this?’ 
going  on,”  says  Kerr,  GE’s  vice  president  of  corporate 
leadership  development. 

He  knew  they  had  only  their  fondness  for  quantitative 
analysis  in  common.  So  Kerr  set  up  what  is  known  in  the 


communications  consulting  biz  as  a  responsibility  grid. 
Prior  to  the  meeting,  each  side  was  asked  to  pencil  in  a 
number  from  one  to  six  that  corresponded  to  the  degree 
of  influence  it  believed  it  should  have  over  management 
issues  that  affected  both  manufacturing  and  engineering. 
One  meant  complete  control,  two  meant  having  veto 
power,  three  meant  having  voting  power,  four  meant 
consultation  was  required  prior  to  a  decision,  five  meant 
supplying  information  only,  six  meant  basically  the  other 
guy  takes  it.  Using  the  numbers  defused  tension,  and  the 
process  appealed  to  the  group’s  shared  interest.  The  two 
departments  crunched  the  numbers  and  came  to  an 
agreement  on  which  should  do  what;  the  grid  worked  so 
well  that  GE  moved  them  into  a  single  office  without  any 
bloodshed.  -C.  Koch 


ductive  medium,”  Kerr  adds.  “It’s  cheap, 
you  can  get  the  message  to  everyone  at 
the  same  time,  and  you  go  home  think¬ 
ing  you’ve  done  your  job.  But  you  have 
no  way  of  knowing  whether  your  audi¬ 
ence  gets  it  until  it’s  too  late.” 


So  when  should  you  put  the  danger¬ 
ous  pen  to  paper?  Writing  is  effective 
only  to  inform  people  and  help  reduce 
any  uncertainty  they  may  feel  about  a 
particular  issue.  For  example,  memos 
are  good  for  communicating  noncon- 


troversial  information,  like  commend¬ 
ing  people  for  a  job  well  done. 

Saving  Face  Time 

Because  the  finance  people  at  GE  were 
trying  to  persuade  as  well  as  inform  the 


LotUS  Customer  Support 

A  member  of  Lotus  Services  Group 

For  more  information  call  1-800-872-3387,  ext.  C316*  Or  explore  Lotus  on  the  World  Wide  Web  at  www.lotus.com.  'in  Canada  call  1  «oo-c,o- lotus  i* 
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business  units,  they  should  have  held  a 
meeting  to  introduce  the  new  expense 
goals  and  guidelines,  says  Kerr.  “You 
can  immediately  gauge  whether  your 
message  is  confusing  people  or  causing 
more  controversy  than  you  expected 
because  you  can  see  their  faces  as  they 
are  receiving  your  message,”  he  explains. 

Dialogue  also  gives  messengers  a 
chance  to  consider  audience  opinions 
before  making  a  decision.  For  GE’s 
finance  people,  a  “one-to-many”  presen¬ 
tation  such  as  a  large  group  meeting  or 
a  videoconference  might  have  defused  the 
situation. 

For  issues  more  controversial  than 
expense  reports,  there  are  other  ways  to 
persuade  people  besides  haranguing 
them  directly.  Kerr  believes  in  what  he 
calls  the  “experiential”  channels  of  com¬ 
munication.  At  GE’s  Specialty  Materials 
Dept,  business  unit,  Kerr  recently  led  a 
meeting  asking  employees  to  offer  their 
opinions,  complaints  and  suggestions  to 
the  business  unit  executives.  To  under¬ 


score  the  collaborative  goals  of  the  meet¬ 
ing,  the  business  unit  executives  lined  up 
behind  the  grill  at  lunch  time  and  served 
hamburgers  to  the  employees.  “That 
symbolic  act  said  to  the  employees,  ‘To 
honor  the  reversal  in  our  roles,  we’re 
going  to  serve  burgers  because  we  are 
here  to  take  notes  from  you,”’  says  Kerr. 

Empowering  Employees 

A  third  purpose  for  communicating  to 
others  in  the  company  comes  with  this 
added  bonus  if  done  well:  Other  people 
will  solve  your  problems  for  you.  Kerr 
calls  this  “empowering  people  to  provide 
solutions.”  Kerr  led  a  workout  team  at 
GE’s  R&D  division  in  which  senior  man¬ 
agement  evaluated  numbers  to  provide 
R&D  with  the  information  it  needed  to 
make  its  own  cuts.  “Senior  management 
presented  a  chart  that  showed  how  every 
dollar  of  the  R&D  budget  was  being 
spent,”  says  Kerr.  “Then  they  outlined  the 
dollar  amount  they  thought  was  necessary 
and  said,  ‘You  come  up  with  the  cuts.’” 


This  empowerment  stuff  is  trickier 
than  it  sounds.  The  company  demon¬ 
strated  that  the  cuts  were  necessary  to  the 
survival  of  the  business  and  that  other 
departments  would  also  be  taking  hits. 
With  that  established,  the  R&D  man¬ 
agers  were  motivated  to  control  their 
own  destinies.  “Empowerment  is  man¬ 
agement  saying,  ‘I  trust  your  opinion 
on  this,”’  says  Kerr.  “‘I  will  provide  you 
with  the  necessary  information,  but  I’m 
not  going  to  try  to  influence  your  deci¬ 
sion  beyond  reason.’” 

Companies  could  save  money  if  they 
focused  less  on  the  eye  candy  of  com¬ 
munication — polished  delivery,  flashy 
3-D  graphics  and  ghostwritten  prose — 
and  thought  about  the  purpose  of  the 
presentation  and  the  proper  medium  for 
delivering  it.  “GE’s  CEO  Jack  Welch  has 
a  good  rule,”  says  Kerr.  “He  says,  ‘Have 
the  courage  to  make  it  simple.’”  K3E1 

Senior  Writer  Christopher  Koch  can  be 
reached  at  ckoch@cio.com. 


Whatever  question  you  have,  nobody  under¬ 
stands  cc:Mail™  SmartSuite1'5  and  especially 
the  mission  critical  applications  on  Notes™ 
better  than  Lotus?  The  company  that  created 
your  software  is  the  one  to  trust  in  sup¬ 
porting  it.  With  over  ten  years  proven 
experience  in  groupware,  Lotus  Customer 
Support  is  one  of  the  most  vital  invest¬ 
ments  your  company  will  make*  We  can  even 


target  your  specific  needs  with  our  flexi¬ 
ble  support  options  that  include:  advanced 
level  experts,  24-hour  telephone  support, 
on-site  support,  and  the  Lotus  Interactive 
Web  Support.  Plus,  with  Lotus  Authorized 
Support  Partners,  we  can  give  you  certified 
support  anywhere,  with  any  problem.  If  you 
need  to  undo  something,  it  will  be  undone, 
starting  with  the  knot  in  your  stomach- 
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Presenting 
the  NEC  Versa''  6000 
The  Versa  6010H 
6030X  and  the  recently  acclaimed  Versa 
6030H  --  Byte  Magazine’s  “ Best  of  Byte”  for  Pentium 
Processor-based  portables,  and  INFOWORLD’s  pick  as  the  leading 
IMHz  Pentium  Processor  notebook.  With  their  sophisticated  arrangement  of, 
powerful,  state-of-the-art  features,  every  NEC  Versa  in  the  6000  Series  will 
allow  you  to  get  ahead  by  improving  your  productivity,  not  your  handicap. 

SEE,  HEAR  AND  FEEL  THE  DIFFERENCE? 


Thinkfank 


By  Tom  Davenport 


MAKING  THE  MOST  OF  AN  I  N  F  O  R  M  A  T  I  O  N  -  R  I  C  H  ENVIRONMENT 


Haiku,  Cherry  Blossoms, 


Sushi  and . . .  Notes? 


Japan’s  culture  is  unchanged  by  technology 


I’ve  always  suspected  that 
technology  by  itself  doesn’t  trans¬ 
form  the  cultures  of  organizations 
or  societies  (or  that,  if  it  does,  it 
takes  decades  to  work  its  magic). 
This  belief  was  reinforced  by  a  recent 
trip  to  Japan  during  which  I  discussed 
technology,  information  and  knowl¬ 
edge  management  with  managers  at 
several  different  Japanese  companies. 
This  was  my  third  trip  to  Japan,  which 
of  course  qualifies  me  to  make  sweep¬ 
ing  generalizations  about  Nipponese 
business  and  culture  in  the  time-hon¬ 
ored  American  tradition.  But  even  if 
you  have  no  intention  of  going  to 
Japan  yourself,  or  of  working  with 
your  organization’s  Japanese  sub¬ 
sidiary,  an  awareness  of  how  technol¬ 
ogy  and  culture  coexist  in  Japan  can 
inform  your  own  change  efforts. 

In  the  past,  Japanese  companies 
have  lagged  behind  Western  business 
in  the  use  of  information  technology. 
While  Japan’s  IT  companies  have 
worked  diligently  to  supply  the 
world’s  desktops  (and,  more  success¬ 
fully,  its  laps)  with  PCs,  Japanese  busi¬ 
nesses  historically  have  been  less-will¬ 
ing  consumers  of  IT — 17  PCs  per  100 
workers  to  the  United  State’s  63, 
according  to  market-research  firm 
International  Data  Corp.  (IDC  is 
owned  by  the  same  parent  company 
as  CIO.)  Exceptions  to  this  rule  exist, 
of  course:  Fax  machines  were  perva¬ 
sive  in  Japan  before  the  United  States, 
for  example,  and  CAD  systems 
are  common  among  sophisticated 
Japanese  manufacturers.  Overall, 
however,  Japanese  businesses  have 


had  far  fewer  and  less-networked 
computers  running  less  innovative  and 
less  communications-oriented  appli¬ 
cations.  The  explanations  for  Japan’s 
IT  reticence  are  manifold,  such  as  the 
difficulty  of  representing  the  language 
on  keyboards  and  the  face-to-face  cul¬ 
ture  of  Japanese  business. 

More  important  than  these 
explanations  are  the  competitive 
implications  of  the  technology  H 
gap,  and  they  don’t  seem 
dramatic  thus  far.  Japan 
has  been  in  a  recession 
for  a  few  years,  but  its 
largest  firms  are  still 
economic  Titans  and 
there  are  more  plaus¬ 
ible  factors — like 
the  weak  dollar—  to 
blame  for  the  reces¬ 
sion  than  the  paucity 
of  PCs.  The  country’s 
miserly  IT  spending 
may  even  have  helped 
it  compete.  Early  in  this 
decade,  for  example, 

Ford  IS  managers  con¬ 
cluded  that  Toyota  was 
spending  $100  less  per  car 
on  information  technology 
than  Ford.  It  didn’t  show  in 
the  product  then,  and  it 
doesn’t  now. 

And  the  differences  in  tech¬ 
nology  availability  are  dimin¬ 
ishing.  In  PCs,  for  example,  the 
sun  is  rising  fast:  Japanese  com¬ 
panies  are  buying  them  at  a  much 
higher  rate  today  than  U.S.  orga¬ 
nizations.  Not  only  Japanese 


vendors  but  also  the  Western  IT  giants 
IBM,  Compaq,  Dell,  Hewlett-Packard 
and  even  Apple  are  doing  well  in 
Japanese  business  markets.  Faptops  are 
especially  popular.  Software  for  han¬ 
dling  the  notoriously  complex  kanji 
character  set  is  now  widely  available. 
Even  the  Internet  is  taking  off:  East  year 
at  this  time,  Tokyo  had  only  two 
Internet  providers;  today  there  are  46. 
The  head  of  a  large  consulting  firm’s 
Asian  practice  told  me  his  clients  real¬ 
ize  they  are  well  behind  the  West  in 
technology  per  capita  and  are  deter¬ 
mined  to  close  the  gap — just  in  case 
U.S.  managers  are  right. 

Japanese  consumer  IT  markets  in 
some  ways  surpass  the  West.  Cell 
phones  are  everywhere  and 
cost  less  to  use  than  in  the 
States.  Integrated  Services 
Digital  Networks  (ISDN)  are 
more  widely  available;  there 
are  even  ISDN  tele¬ 
phone  booths  scat¬ 
tered  throughout 
Tokyo  and  Osaka. 
ATMs  are  on  every 
corner,  electronic 
point-of-sale  sys¬ 
tems  in  every 
store.  And  Tokyo’s 
Akihabara  district 
puts  our  Circuit  City 
to  shame,  with  every 
electronic  consumer 
product  you  can 
imagine  highlighted 
by  strobe  lights  and 
loud  music. 

But  here’s  the  rub: 
These  technologies 
don’t  seem  to  be 
changing  the  way  the 
Japanese  people  live 
and  work,  at  least  not 
as  much  as  one  might 
think.  On  the  con¬ 
sumer  side,  some 
new  technolo¬ 
gies  like 
ISDN  just 
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Can  we  get  dynamic  Intranet  access? 
Can  users  navigate  quickly,  intuitively? 


Hyperion  Software  offers  the  most  “can  do”  financial  management  solutions- 
accounting,  budgeting,  reporting  and  analysis.  Now,  with  the  availability  of  our 
new  Spider-Man  Intranet  application,  users  have  dynamic,  interactive  access 
to  all  Hyperion  solutions  through  standard  web  browsers  and  the  Internet. 

Providing  intelligent  access  to  reports  and  charts  from  Hyperion’s  product 
suite,  our  Spider-Man  application  makes  it  easy  for  users  to  navigate  through, 
analyze  and  report  against  your  critical  information.  And  our  new  information 
access  solution  fully  leverages  our  Common  Data  Access  (CDA)  technology. 

Integration  with  other  web  sites  is  possible  by  incorporating  other  Internet 
applications  directly  with  the  Spider-Man  application.  In  addition,  hotlinks  can 
be  made  to  other  web  sites  and  you  can  write  and  include  your  own  Java  applets. 

More  than  2,700  companies  are  working  and  winning  with  Hyperion  Software 
right  now.  A  strong,  proven  record  of  financial  applications  expertise  has  earned 
us  credibility  and  valued  relationships  with  CFOs,  Corporate  Controllers,  CIOs, 
and  their  staffs. 

Can  Hyperion  Software  really  deliver  this  latest  advancement  in  technology 
NOW? 

YES!  Contact  us  to  find  out  how.  And  visit  our  site  on  the  World  Wide  Web 
at  http://www.hysoft.com. 

1-800-286-8000 

info@hysoft.com 
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aren’t  being  used.  Hardly  anyone  works 
at  home  or  uses  a  laptop  in  a  phone 
booth.  Most  ATMs,  believe  it  or  not,  are 
closed  after  7  p.m.!  Few  people  use  com¬ 
puters  on  airplanes  or  on  the  marvelous 
shinkansen  (bullet  trains). 

At  work,  the  new  technology  push  also 
hasn’t  changed  things  much.  Desktop  PCs 
are  often  not  on  desks  but  in  separate 
computer  rooms.  Laptops  are  purchased 
not  to  enable  virtual  offices  and  portable 
communications  but  because  desk  space 
(and  every  other  kind  of  space)  is  limited 
in  Japan.  E-mail  is  not  commonly  used  in 
Japanese  businesses;  the  face-to-face  meet¬ 
ing,  often  extending  into  after-work  gath¬ 
erings,  is  still  the  preferred  means  of  inter¬ 
acting  with  colleagues.  When  I  suggested 
to  a  small  group  of  managers  that  they 
could  go  home  earlier  if  they  exchanged 
ideas  electronically,  they  laughed  and  said 
that  neither  they  nor  their  wives  neces¬ 
sarily  wanted  earlier  homecomings. 

I  met  an  American  who  was  working 
on  a  laptop  at  a  seminar  in  Tokyo.  He  said 


he  worked  for  the  Japanese  subsidiary  of 
a  U.S. -based  IT  vendor,  but  most  of  the 
managers  of  the  subsidiary  were  native 
Japanese.  He  had  just  gotten  his  laptop, 
which  was  made  by  the  vendor  he  worked 
for,  and  he  was  among  the  first  in  the 
Tokyo  office  to  get  one.  His  boss  had 
resisted  authorizing  the  purchase  of  the 
machine.  When  asked  why,  the  boss 
explained  that  he  was  concerned  co-work¬ 
ers  might  think  the  laptop  was  given  to  the 
American  so  he  could  work  at  home.  He 
had  to  promise  to  be  in  the  office  as  much 
as  before.  Of  course,  some  American 
bosses  initially  resisted  remote  work  too, 
but  it  caught  on  quickly  anyway.  Even 
given  the  long  commutes  of  most  salary¬ 
men,  I  get  the  feeling  that  virtual  offices 
will  be  about  as  common  as  cheap  real 
estate  in  Japan’s  near  future. 

I  also  observed  the  inability  of  technol¬ 
ogy  to  change  culture  in  a  Japanese  com¬ 
pany  that  was  trying  to  implement  knowl¬ 
edge  management.  The  CEO  of  one  of  the 
country’s  largest  companies  ordered  the 


IT  director  to  build  an  infrastructure  for 
communication  and  knowledge  sharing. 
(Apparently  such  an  initiative  would 
rarely  come  from  IS  folks  in  Japanese 
organizations;  they  lack  status  and  access 
to  their  companies’  strategic  directions.) 
Lotus  Notes  was  selected  as  the  right  tool, 
and  a  team  of  consultants  and  internal 
analysts  began  to  install  it. 

The  Notes  implementation  team  is 
building  infrastructure  rather  than  specific 
applications  for  information  and  knowl¬ 
edge  management.  Team  members  are  not 
sure  what  applications  will  be  appropri¬ 
ate  for  the  company’s  culture  and  struc¬ 
ture.  To  specify  such  uses  of  the  infra¬ 
structure  would  be  beyond  their  mandate. 
They  believe  that  the  CEO  would  like 
Notes  to  lead  to  a  culture  of  information 
and  knowledge  sharing,  but  managing 
that  transition  is  not  part  of  their  job — or 
anyone  else’s,  it  seems. 

The  team  sees  many  cultural  barriers 
to  effective  information  and  knowledge 
sharing  at  the  company.  “We  don’t  have 
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Choose  A  Partner  Who  Knows  The  Way.  The  competitive  edge 
delivered  by  today's  advanced  distributed  technology  is  critical.  But  the 
costs  can  be  outrageous  -  as  much  as  ten  times  purchase  price  to  maintain 
and  service  the  average  desktop.  That's  why  IT  executives  are  being 


squeezed  so  hard  to  get  control  over  spending  and  achieve  business-driven 
solutions  instead  of  just  high-tech  fashion  shows,  As  a  multi-billion 
dollar  worldwide  provider  of  technology  management  services,  Inacom 
uses  a  tough,  business-driven  approach  to  managing  distributed  technology 


an  output  culture,”  said  one  team  mem¬ 
ber.  “Our  know-how  is  hidden  in  people. 
The  motivation  to  share  is  very  difficult.” 
Another  team  member  noted  that  infor- 
mation  is  less  valuable  if  widely  shared. 
“Much  of  our  information  is  secret,”  he 
said.  A  third  team  member  commented, 
“When  we  share  information,  it  is  after 
work  over  drinks  and  dinner.  We  would 
like  for  Notes  to  take  over  some  of  those 
functions,  since  we  are  a  global  company 
and  everyone  cannot  meet  face  to  face. 
But  it  will  be  difficult.”  Using  technology 
to  share  knowledge  isn’t  easy  even  in  rel¬ 
atively  open,  informal  and  nonhierarchi- 
cal  firms  in  the  Untied  States.  That  it  will 
be  “difficult”  in  a  culture  like  Japan’s  is  an 
understatement. 

In  my  experience,  Japanese  companies 
have  a  great  appreciation  for  knowledge 
( chishiki )  and  information  (jobo),  but  not 
for  using  IT  to  create  and  share  it.  They 
are  particularly  oriented  to  tacit  knowl¬ 
edge — knowledge  that  is  not  structured 
on  computers  or  paper,  or  even  articulat- 


Japanese  companies  have  a  great 
appreciation  for  knowledge  and 
information,  but  not  for  using  IT 
to  create  and  share  it. 

ed — as  the  Japanese  knowledge  expert 
Ikujiro  Nonaka  has  long  argued.  A  tacit 
knowledge  orientation  is  well  suited  to 
businesses  that  are  concentrated  in  one 
geographical  area  but  is  less  appropriate 
for  global  organizations.  Perhaps  this  is 
why  Japanese  companies  with  subsidiaries 
in  the  United  States  often  put  Japanese 
managers  in  charge,  and  why  U.S.  sub¬ 
sidiaries  granted  a  high  level  of  autonomy 
often  run  afoul  of  their  superiors  (as  hap¬ 
pened  with  the  movie  studio  businesses  of 
Sony  and  Matsushita). 

Fine,  but  what  does  all  this  mean  for 
someone  living  in  Toledo  or  Orlando 
rather  than  Tokyo  or  Osaka? 

First,  don’t  imagine  that  putting  in  a 
new  technology  will  change  the  culture 


(whether  corporate  or  societal)  by  itself. 
Creating  a  culture  is  difficult  even  when 
you  make  active  efforts  to  manage  the 
change  and  impossible  when  you  don’t. 

If  you’ve  got  a  global  business,  pay 
attention  to  the  presence  of  information 
cultures  different  from  your  own.  Don’t 
even  think  about  installing  a  system  that 
runs  counter  to  the  local  culture  unless 
you  have  lots  of  time,  resources  and  senior 
management  commitment. 

Finally — and  this  is  perhaps  the  most 
controversial  lesson  from  Japan — maybe 
you  should  consider  competing  on  the 
basis  of  using  less  (and  cheaper)  IT  than 
any  of  your  rivals.  That  strategy,  along 
with  heavy  doses  of  quality,  hard  work, 
persistence  and  intelligence,  has  worked 
pretty  well  for  our  friends  in  the  East.  BE! 

Thomas  H.  Davenport  is  a  prof essor  and 
director  of  the  Information  Management 
Program  at  the  University  of  Texas  at 
Austin.  He  welcomes  reader  comments 
at  Tdav@notes.bus.utexas.edu. 
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t ati o n  Technology  Js  Hazardous. 


and  puts  you  in  control  of  your  enterprise.  Nobody  else  does  this  as  well,  or 
as  efficiently  -  one  cohesive  structure  from  design  and  procurement  to 
support  and  asset  management.  Inacom  was  the  first  to  earn  ISO-9001 
quality  certification.  And  we  are  the  first  to  bring  the  complete,  business- 


driven  mindset  to  distributed  technology,  If  you're  absolutely  positive 
your  computer  and  communications  systems  are  delivering  every  ounce  of 
productivity  you  paid  for,  we 


I 


1111 


salute  you.  If  not,  we  should  talk. 

800  843-2762  http://www.inacom.com  NASDAQ:  INAC 


Sounding  the 


Alarm 


If  you  pine  for  ( and  work  toward)  tightly  integrated  systems 
that  produce  a  companywide  data  flow ;  be  careful. 

You  might  get  just  what  you  asked  for — and  a  slew  of 
unanticipated  headaches  to  boot. 


lint  Petty  doesn't  make  a  very  convincing  alarmist.  Petty,  who  is  president  of 
DCMS  Inc.,  a  Reston,  Va. -based  consulting  group,  has  a  leisurely  North  Carolina 
drawl  that  just  isn’t  designed  to  convey  a  sense  of  urgency.  Yet  he  is  adamant — 
and  ultimately  persuasive — when  he  says  IS  is  facing  impending  disaster. 

Petty’s  fear  is  that  companies  are  going  to  suffer  from  having  too  much  of  a 
good  thing.  Good  information,  once  a  scarce  luxury  to  all  but  the  bigwigs,  is  now 
available  to  anyone  who  can  click  a  mouse.  Great  for  the  business,  yes.  But  bad 
for  IS.  Systems  and  applications  that  were  built  for  individual  departments  are 
now  being  linked  to 


provide  this  addictive 
access  to  useful  information. 

Unfortunately,  there’s  only 
one  characteristic  common  to 
all  the  different  chunks  of  sys¬ 
tems  of  software  logic  being 
hooked  together:  None  of 
them  have  been  designed  to 
talk  to  each  other.  So  IS 
departments  are  forced  to 
write  software  programs  that 
act  as  primitive  conversation 


The  Integration  Backlash 


In  this  issue: 

Linked  applications  allow  your 
company  share  critical  informa¬ 
tion  across  divisions  and  systems. 
But  what  happens  when  you 
need  to  upgrade?  How  can  you 
balance  the  need  to  integrate 
with  the  need  to  respond  flexibly 
to  business  needs?  A  look  at  the 
perils  of  integration. 


In  our  next  issue: 

An  approach  to  infrastructure 
called  message  brokering  may 
hold  some  answers  for  compa¬ 
nies  trying  to  make  the  most  of 
their  legacy  systems  and  avoid 
the  messy  links  of  integration. 
CIO  reports  on  the  benefits  and 
difficulties  of  this  architecture 
and  talks  to  early  adopters. 


http://www.cio.com. 
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The  pace  of  change  in  the  busi¬ 
ness  is  simply  becoming  too  fast 
to  rely  on  traditional  means  of  in¬ 
tegrating  systems,  says  Texas  In¬ 
struments  CIO  Jodie  Ray.  TI’s 
mainframe  system,  though  high¬ 
ly  efficient  and  integrated,  is  built 
with  layer  upon  layer  of  custom  inter¬ 
faces  dating  back  almost  20  years. 

Ray  realized  things  were  getting  out 
of  hand  last  year  when  TI’s  semicon¬ 
ductor  division  wanted  its  various  loca¬ 
tions  to  review  inventories  in  real-time. 
The  necessary  changes  in  the  mainframe 
system  took  nine  months  to  complete. 


starters.  Those  links  are  usually  cobbled 
together  ad  hoc  in  response  to  the  needs 
of  the  moment — the  chewing  gum  and 
bailing  wire  approach  to  systems  archi¬ 
tecture.  Information  gets  where  it  needs 
to  go,  but  it’s  connected  with  a  tangled 
web  of  customized  connections  that 
must  be  torn  apart  and  rebuilt  each  time 
the  system  is  changed.  As  the  business 
pushes  IS  to  integrate  more  and  more 
systems  and  information,  IS  is  unable  to 
respond  quickly  and  spends  an  increas¬ 
ing  amount  of  time  customiz- 
ing  and  maintaining  the 
system. 

That  is  where  Petty  begins 
to  feel  a  rush  of  existential 
dread.  “If  you  don’t  have  a 
coherent  strategy  for  manag¬ 
ing  [these]  data  flows,”  he 
warns,  “you  will  drown.”  The 
water  continues  to  rise  as  busi¬ 
ness  users  get  a  taste  of  real¬ 
time  access  to  quality  infor¬ 
mation,  and  they  want 
more — more  applications, 
more  systems  and  more  infor¬ 
mation.  “Having  all  this  con¬ 
nectivity  is  dangerous,”  says 
Petty,  who  helps  companies 
untangle  systems. 

IS  won’t  be  the  only  ones 
taking  a  bath  on  this  one, 
however.  Now  that  IT  is  inex¬ 
tricably  linked  to  the  core  pro-  i 
cesses  of  the  business,  systems 
gridlock  means  business  grid¬ 
lock.  Slow  systems  changes 
mean  slow  product  introduc¬ 
tions  and  longer  lead  times  for 
getting  a  worldwide  view  of 
inventory  to  everyone’s  screen. 


and  were  highly  tuned  to  that  environ¬ 
ment,  which  makes  them  difficult  to 
change.” 

Maintaining  a  tightly  integrated  infor¬ 
mation  flow  across  TI  meant  sacrificing 
two  goals  that  have  become  extremely 
important  in  the  age  of  integrated  infor¬ 
mation:  speed  and  flexibility.  “It  used  to 
be  that  the  efficiency  of  transactions  was 
all  that  mattered,”  says  Ray.  “Now,  the 
capability  to  change  quickly  is  more  pre¬ 
cious  than  money — it’s  more  important 
than  having  the  lowest  transaction  cost.” 

That  demand  is  throwing  a  harsh  light 
on  what  Roy  Schulte,  Gartner  Group 
Inc.’s  vice  president  for  software  man¬ 
agement  strategies,  calls  “interapplica¬ 
tion  spaghetti.”  “Organizations  are  stuck 
in  a  quagmire  of  incompatible  architec¬ 
tures  and  hard-to-maintain  but  harder- 


The  problem  wasn’t  the  system  itself, 
says  Ray,  it  was  the  nature  of  the  soft¬ 
ware  links  that  bound  it  all  together. 
“The  interfaces  are  very  complex  and 
interwoven,”  he  says.  “If  we  had  had 
more  loosely  coupled  systems,  we  could 
have  made  that  change  in  three  weeks.” 

Yet  slow  systems  changes  are  merely 
a  symptom  of  a  much  larger  problem. 
“The  very  things  that  made  our  systems 
good  in  the  first  place  are  now  becom¬ 
ing  frustrations,”  says  Ray,  who  is  in  the 

process  of  moving 
TI  to  a  new  client/ 
server-based  sys¬ 
tem.  “[Our  main¬ 
frame  systems] 
were  designed  for 
a  very  stable  busi¬ 
ness  environment 


Carlos  Cabrera, 
director  of 
corporate  MIS  for 
Sun  Chemical, 
subscribes  to  the 
best-of-breed 
approach. 


"IF  WE  HAD 
limited  our 
search  to  just  the 
vendors  who 
offer  a  single, 
integrated 
solution,  we 
would  have 
been  narrowing 
the  field  too 
much." 


The  Integration  Backlash 


to-eliminate  legacy  applications,”  Schulte 
writes  in  a  recent  Gartner  Group  paper. 
“The  crux  of  the  problem  is  that  appli¬ 
cation  systems  are  built  at  different  times 
by  various  internal  and  external  devel¬ 
opment  groups  operating  independent¬ 
ly  of  each  other,  without  knowledge  of 
the  others’  choice  of  tools  or  designs.” 
Gartner  Group  estimates  that 
35  to  40  percent  of  IT  depart¬ 
ments’  programming  efforts 
are  devoted  to  reconciling 
duplicate  data  contained  in 
various  databases  around  the 
company — the  computing 
equivalent  of  disassembling  a 
car  to  change  the  oil. 

These  pit  stops  can  become 
so  costly  and  time-consuming 
that  many  companies  simply 
stop  making  them — which 
ends  up  being  just  as  costly 
and  time-consuming,  accord¬ 
ing  to  Paul  McGuire,  a  con¬ 
sultant  for  Unisys  Corp.  in 
Blue  Bell,  Pa.  “I  recently 
watched  a  data  entry  clerk  at 
an  insurance  company  take 
two  hours  to  input  a  customer 
record,”  says  McGuire. 

“What  had  happened  was  that  the  pro¬ 
cess  had  changed  but  the  application 
hadn’t;  she  had  to  page  back  and  forth 
through  12  different  screens  to  enter  the 
data.” 


away  the  cobwebs  isn’t  as  easy  as  it 
sounds.  The  media  is  full  of  reports  of 
ERP-based  reengineering  efforts  that  drag 
on  for  three  years  or  more  and  cost  tens 
of  millions  of  dollars.  The  problem  isn’t 
the  software — although  most  of  these 
packages  are  as  complex  as  the  business¬ 
es  they  try  to  mirror — it’s  that  most  com¬ 
panies  can’t  find  a 
package  that  will 
do  it  all.  “The  inte¬ 
grated  software 
packages  have 
been  oversold  in 
terms  of  their 
reach,”  says  Vinnie 
Mirchandani, 


Clint  Petty 
has  become  the 
Cassandra  of 
integration:  Pay 
attention  before 
it's  too  late. 


"IF  YOU  DON'T 
have  a  coherent 
strategy  for 
managing  these 
data  flows,  you 
will  drown." 


iven  the  cantankerous  nature  of 
these  creaky  old  systems  jalopies, 
many  CIOs  have  decided  to  junk 
them  for  a  sleek  new  production 
model  called  ERP  (enterprise  re¬ 
source  planning)  software.  The 
lure  of  these  systems  is  that  they 
create  a  single  computing  standard 
across  the  company,  ostensibly  elimi¬ 
nating  the  need  for  patch  integration. 
Vendors  like  SAP  AG  and  Baan  Co. 
have  created  “pre-integrated”  suites  of 
applications  that  mirror  a  company’s 
major  business  processes,  including 
manufacturing,  financials  ordering, 
shipping  and  billing.  There’s  usually  no 
need  to  dive  into  multiple  systems  for 
the  same  information  and  no  need  to 
mess  with  the  software  wiring  that 
hooks  it  all  together. 

Yet,  as  those  who  are  trying  to  imple¬ 
ment  ERP  packages  can  attest,  sweeping 


research  director  for  Gartner  Group.  “For 
most  large  companies,  there  isn’t  one  ven¬ 
dor  that  can  provide  all  the  functionality 
you  need.” 

Fissures  have  already  opened  in  the 
one-ERP-fits-all  concept.  SAP,  for  exam¬ 
ple,  recently  announced  that  it  was  split¬ 
ting  its  successful  R/3  ERP  package  into 


facturing  companies.  “Large  companies’ 
CIOs  have  developed  a  hangover  from 
trying  to  move  to  a  single  vendor  for  all 
their  apps,”  Margolis  says.  “Now 
they’re  sensitized  to  looking  at  multiple 
sources  of  supply,  and  that  opens  the 
market  for  all  these  best-of-breed  com¬ 
panies  to  bring  their  solutions  forward. 


distinct  components.  SAP  is  also  show¬ 
ing  more  interest  in  cooperating  with 
other  vendors  to  create  standard  inter¬ 
faces  that  will  hook  their  software 
chunks  together. 

Software  vendors  are  realizing  that 
they  must  provide  customers  with  bet¬ 
ter  options  on  the  integration  front  or 
risk  losing  business.  That  trend  toward 
“application  openness”  mirrors  the  evo¬ 
lution  that  occurred  in  mainframe  com¬ 
puting,  when  companies  began  rebelling 
against  the  domination  of  all-powerful 
IBM  in  the  1970s  and  ’80s,  says  Paul 
Margolis,  chairman  of  the  board  of 
Marcam  Corp.  in  Newton,  Mass., 
which  specializes  in  software  for  manu¬ 


il 


Jodie  Ray,  Texas 
instruments'  CIO, 
feels  stymied  by 
the  inflexibility 
tight  integration 
has  brought. 


THE  VERY 


things  that  made 
our  systems 


They’ll  have  the  biggest  success  where 
they  can  provide  the  best  piece  of  a  solu¬ 
tion  and  integrate  it  with  the  suppliers 
of  the  broader  solution,”  he  says. 

Companies  choosing  the  best-of- 
breed  approach  are  sticking  by 
this  strategy  for  software  selec¬ 
tion:  full  speed  ahead  with  the 
best  functionality  available  today 
and  damn  the  integration  torpe¬ 
does.  For  Carlos  R.  Cabrera,  di¬ 
rector  of  corporate  MIS  for  Sun  Chemi¬ 
cal  Corp.  in  Fort  Lee,  N.J.,  combining 
multiple  software  packages  appeared  to 


be  the  best  solution 
when  he  decided  to 
replace  Sun  Chemi¬ 
cal’s  mainframe  sys¬ 
tems  last  year.  “If  we 
had  limited  our 
search  to  just  the 
vendors  who  offer  a 
single,  integrated  solution,  we  would 
have  been  narrowing  the  field  too 
much,”  he  says.  “There  isn’t  one  pack¬ 
age  that  can  accommodate  all  the  needs 
of  process  [chemical]  manufacturing.” 

Cabrera  eventually  chose  two  differ¬ 
ent  packages:  Protean,  from  manufac¬ 


turing  software  special¬ 
ist  Marcam,  to  handle 
Sun’s  chemical-making 
processes  across  its  five 
major  divisions  in  the 
United  States  and 
Europe,  and  a  financial 
software  package  from 
Coda  Software.  In  making  his  choices, 
Cabrera  obviously  considered  the  func¬ 
tionality  of  each  package,  but  that 
wasn’t  the  only  deciding  factor.  There 
was  a  certain  amount  of  political  moxie 
mixed  in,  too. 

Cabrera  has  seen  other  companies 


good  in  the  first 
place  are  now 
becoming 
frustrations/7 


Stop  me  if  you’ve  heard  this  one 
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Yes,  I  want  to  leverage  my  existing  Year  2000  investment  in  Compuware! 

□  Tell  me  what  Compuware  Year  2000  technology  I  already  have! 

Please  provide  more  info  on  the  following: 

□  Professional  services  and  consulting 

□  Education  and  training 

□  Software  tools  for  converting  mainframe  applications 

□  Software  tools  for  rehosting  on  client/server  platforms 


NAME 


TITLE 

COMPANY 

ADDRESS 

CITY 

STATE 

ZIP 

COUNTRY 

PHONE 

Compuware  tools  include: 

XPEDITER,  File  AID,  Abend  AID, 

PLAYBACK.  HIPERSTATION,  UNIFACE, 

EcoTOOLS  and  more. 

COMPUWARE. 
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How  many  MIS  professionals  does  it  take  to 
change  your  year  2000-sensitive  applications? 

Just  one.  But  it  better  be  you ,  Mr.  CIO. 

Weak  humor  but  strong  logic.  As  CIO,  you  need 
to  be  fully  involved  now  to  insure  a  successful 
year  2000  transition  for  your  company.  Consider 
this  quote  from  Kevin  Schick,  the  Gartner  Group, 

“By  1997,  most  available  third-party  resources 
for  year  2000  will  be  committed.  Availability  of 
outside  help  will  decrease  and  costs  will  in¬ 
crease  as  the  date  draws  closer.  Organizations 
must  move  forward  now.” 


Compuware  has  the  products,  people  and 
practices  to  keep  your  lights  on  through  2000 
and  beyond.  We’ll  help  protect  your  existing 
assets,  manage  risk,  enable  your  people,  even 
leverage  Compuware  technology  you  may 
already  have  in  place.  We’ll  also  save  you 
time,  money  and  code;  we  don’t  fix  what  isn’t 
broken.  We  deliver  practical,  real  world  solutions. 


Best  of  all,  our  products  will  not  only  handle 
your  year-2000  concerns,  they’ll  keep  right 
on  working  into  the  next  millennium.  Another 
reason  why  over  9,000  customers  have  chosen 
Compuware.  Call  us  today.  800  535  8707. 
Because,  as  they  say  in  Latin... 


tempus  fugit. 


The  Integration  Backlash 


"WHEN  I  BUY  A 
package,  I'm 
expecting  a 
pretty  rigorous 
hook  into  SAP. 

There  are 
enough  of  us  in 
the  marketplace 
to  put  that 
pressure  on  the 
vendors." 


John  Stevenson's 
approach  is  to 
pressure  vendors 
into  being 
compatible  with 

sap : 


http://www.cio.com 


struggle  through  delays  and  cost  over¬ 
runs  while  implementing  their  ERP  sys¬ 
tems.  He  understands  that  people-issues 
cause  more  delays  than  integration  does. 
Like  many  of  its  competitors  in  the 
chemical  industry,  Sun  has  been  buying 
up  independent  companies  in  Europe 
with  the  intention  of  integrating  their 
manufacturing  processes  into  the  Sun 
model.  Especially  in  Europe,  where 
nationalism  still  runs  rampant,  these 
companies  are  accustomed  to  operating 
as  individual,  locally  focused  entities, 
and  their  ways  of  going  to  market  differ 
dramatically.  Cabrera  saw  that  the  orga¬ 
nizational  costs  and  endless  negotiations 
involved  in  getting  these  separate  enti¬ 
ties  to  agree  on  a  single  standard  easily 
could  outstrip  the  cost  of  the  hardware 
and  software.  “I  knew  it  was  going  to  be 
difficult  for  them  to  accept  a  single  solu¬ 
tion,  especially  one  imposed  on  them 
from  the  United  States,”  he  says.  “We 
decided  we  had  a  better  shot  at  inte¬ 
grating  at  the  ERP  level  because  the 


“They  will  have  a  significant 
financial  interest  in  getting  things 
worked  out.” 


manufacturing  pro¬ 
cesses  among  equiva¬ 
lent  business  units  in 
the  U.S.  and  Europe 
are  pretty  similar.” 

To  gain  support 
across  the  company 
for  an  integrated 
manufacturing  solu¬ 
tion,  Cabrera  gave 
each  European  location  the  freedom  to 
monitor  its  own  financial  transactions 
as  it  wishes  within  an  overall  chart  of 
accounts  written  by  corporate.  Choosing 
Coda  was  another  nod  to  transatlantic 
harmony.  Coda,  a  British  company,  will 
be  more  attuned  to  European  issues  and 
financial  regulations  than  a  U.S.  soft¬ 
ware  provider,  Cabrera  reasons. 

To  make  data  move  between  Coda 
and  Marcam,  Cabrera  is  relying  on  a 
time-honored  negotiating  tool — lever¬ 
age.  “By  the  time  we  need  to  get  the  inte¬ 
gration  issues  worked  out,  we  will  still 
owe  these  companies  money,”  he  says. 


oftware  vendors  are  feel¬ 
ing  the  heat  from  cus¬ 
tomers  like  Cabrera,  who 
no  longer  want  to  accept 
the  burden  of  integration. 
“The  software  selection 
stage  is  when  a  customer 
has  the  most  leverage,”  says  Ian 
Findley,  director  of  applied  tech¬ 
nology  at  Marcam.  “If  I  were  a 
CIO,  I  would  make  vendors  sub¬ 
mit  an  RFP  that  includes 
not  just  the  cost  of  instal¬ 
lation  but  the  cost  of  in¬ 
tegration.  It  may  not 
change  the  final  cost,  but 
it  will  put  the  vendors  on 
notice  that  they  have  to 
do  something  about  it.” 

So  far,  vendors  mostly 
have  noticed  that  they  can 
avoid  the  issue  by  ignor¬ 
ing  the  root  of  the  prob¬ 
lem — a  lack  of  standard 
interfaces  between  their 
products — and  focus 

instead  on  solving  each 
customer’s  specific  inte¬ 
gration  needs.  There  are 
hidden  costs  to  this  “solu¬ 
tion”:  Vendors  could  be 
spending  less  time  writing 
interfaces  (and  building 
that  cost  into  their  prod¬ 
ucts)  and  customers  could 
be  spending  less  for  con¬ 
sultants  and  internal  staff 
to  hook  these  pieces 
together.  In  the  end,  cus¬ 
tomers  will  wind  up  paying  for  all  that 
personalized  attention,  whether  they 
realize  it  or  not. 

To  their  credit,  the  major  ERP  soft¬ 
ware  vendors  have  established  a  consor¬ 
tium,  the  Open  Applications  Group  Inc. 
(OAG),  to  create  open  interface  stan¬ 
dards  so  that  all  the  member  companies’ 
products  can  talk  to  one  another. 
Progress  has  been  slow,  but  the  first  OAG 
standard  was  published  this  year  and 
Marcam  and  Coda  have  agreed  to  use  it 
to  write  the  interfaces  between  their  sys¬ 
tems  at  Sun  Chemical.  “If  there  isn’t  a 
standard  interface,  then  we  have  to  build 


an  individual  piece  of  software  for  each 
vendor  we  link  to  and  change  that  soft¬ 
ware  every  time  the  other  vendor 
changes  its  software,”  says  Marcam’s 
Margolis,  who  is  chairman  of  the  OAG. 

Yet  while  the  OAG’s  goals  are  noble, 
few  observers  believe  that  it  can  over¬ 
come  the  competitive  pressures  of  the 
marketplace.  “The  presence  of  the  OAG 
is  important,  and  the  fact  that  they  cod¬ 
ify  things  is  important,  but  they  won’t 
be  able  to  set  standards — standards  are 
set  by  success  in  the  marketplace,”  says 
Bobby  Cameron,  senior  analyst  in 
Forrester  Research  Inc.’s  packaged  appli¬ 
cations  strategies  service. 

The  marketplace  likes  the  idea  of  a 
complete  solution,  which  explains  why 
the  big  vendors  have  little  real  econom¬ 
ic  incentive  to  work  together  on  open 
standards,  Cameron  adds.  Indeed, 
Marcam  is  succumbing  to  the  pressure 
to  join  the  ranks  of  complete-solution 
vendors.  Though  its  expertise  is  in  man¬ 
ufacturing,  it  will  soon  offer  a  financials 
package  linked  to  Protean  with  some  of 
the  OAG’s  standards  and  some  of  its 
own.  “There  will  always  be  some  things 
a  vendor  can  do  better  when  it  supplies 
both  sides  of  the  solution,”  acknowl¬ 
edges  Margolis.  “People  will  always  be 
attracted  to  a  one-vendor  solution  if 
there’s  no  advantage  to  having  two.” 

Even  in  instances  where  a  single 
vendor  can’t  do  it  all,  there  can  be 
advantages  to  letting  a  single  ven¬ 
dor  do  most  of  it.  John  Stevenson, 
vice  president  of  information 
technologies  for  Lennox  Interna¬ 
tional  Inc.,  a  Richardson,  Texas- 
based  manufacturer,  knew  SAP’s  R/3 
package  would  solve  most,  though  not 
all,  of  his  problems.  So  when  he  set  out 
to  revamp  Lennox’s  aging  mainframe 
systems  in  1 993,  he  decided  to  use  SAP’s 
power  in  the  marketplace  to  his  advan¬ 
tage.  “We  are  constantly  putting  pres¬ 
sure  on  the  specialty  vendors  to  inte¬ 
grate  with  SAP,”  he  says.  “I  can’t  afford 
to  do  custom  links  anymore.  So  when  I 
buy  a  package,  I’m  expecting  a  pretty 
rigorous  hook  into  SAP  or  I  won’t  con¬ 
sider  it.  I  think  there  are  enough  of  us  in 
the  marketplace  to  be  able  to  effectively 
put  that  pressure  on  the  vendors.” 

Stevenson  admits  to  having  his  share 
of  integration  nightmares  when  he  thinks 


about  the  future,  however.  He’s  worried 
that  if  his  systems  become  too  loosely 
coupled,  he’ll  begin  to  have  the  same  lay¬ 
ers  of  complexity — and  extra  work  for 
his  staff — that  plagued  his  mainframe 
systems.  “We’ll  have  to  smack  [SAP]  a 
little  bit  now  and  then  to  make  sure  it 
doesn’t  bring  manual  processing  back 
into  the  enterprise,”  he  jokes. 

When  Stevenson  uses  the  word  “we,” 
he’s  not  just  talking  about  Lennox,  he’s 
talking  about  a  Who’s  Who  of  the 
Fortune  100.  Trouble  is,  these  compa¬ 
nies,  powerful  though  they  may  be,  are 
a  varied  lot.  They  feel  the  most  pressure 
on  their  systems  at  the  industry  level, 


where  the  processes  get  much  more  spe¬ 
cific  and  the  ROI  for  software  vendors 
like  SAP  begins  to  dwindle.  To  get  the 
software  they  need,  many  industries  are 
banding  together  to  present  a  united 
front  to  vendors. 

Sematech,  the  10-year-old  consortium 
of  U.S.  semiconductor  manufacturers  and 
the  U.S.  Defense  Department,  is  focusing 
part  of  its  energies  on  developing  indus¬ 
trywide  standards  for  basic  processes  such 
as  materials  tracking  and  order  entry. 
Those  are  areas  where  everyone  agrees 
that  the  potential  for  competitive  advan¬ 
tage  is  about  nil.  “EDI  is  not  a  competitive 
advantage,”  deadpans  Phil  Coup,  vice 


Three  Ways  to  Skin  This  Cat 


SOLUTION  ASSEMBLER.  Select  a  single  vendor  to  assemble  an 
integrated  software  system  using  its  own  products  and  those 
from  other  vendors. 

Advantages:  Minimizes  chances  of  poor  fit  between  software 
packages;  customers  have  plenty  of  leverage  over  the  solution 
vendor. 

Disadvantages:  Software  may  be  chosen  based  on  contractual 
relationships  between  vendors  and  expediency  rather  than  on 
the  best  functionality  for  the  job. 

Plan  of  attack:  Watch  your  solution  assembler  like  a  hawk. 

GENERAL  CONTRACTOR.  Hire  a  consulting  firm  to  find  the 
best  software  packages  and  integrate  them. 

Advantages:  Consultants  don’t  have  a  vested  interest  in  a  par¬ 
ticular  software;  they  also  may  be  able  to  take  charge  of  the  solu¬ 
tion  on  an  outsourcing  basis  when  it’s  finished. 

Disadvantages:  More  chances  for  software  incompatibilities 
and  implementation  delays. 

Plan  of  attack:  Make  the  consulting  firm  financially  account¬ 
able  for  finishing  on  time  with  a  solution  that  works. 


POWER  VENDOR.  Buy  a  big  chunk  of  the  solution  from  a  ven¬ 
dor  with  marketplace  clout  and  fill  in  around  the  edges. 
Advantages:  Small  vendors  need  to  make  their  software  work 
with  the  big  packages;  big  vendors  have  more  resources  for 
R&D;  consulting  firms  have  invested  millions  in  training  consul¬ 
tants  to  install  the  big  packages. 

Disadvantages:  Heavy  reliance  upon  a  single  vendor;  organiza¬ 
tional  costs  of  bringing  organization  to  a  single  standard. 

Plan  of  attack:  Have  an  exit  strategy. 


SOURCE:  JIM  SHEPHERD,  VICE  PRESIDENT  OF  RESEARCH,  ADVANCED  MANUFACTURING  RESEARCH  INC  .  BOSTON 


YOUR  CAREER  IS  RESULTS-ORIENTED 


YOUR  COMPANY  IS  RESULTS-ORIENTED 


K3B®IEiai§l=lEHSI 


YOUR  WEBSITE  IS... UH  OH 


Your  website  should  be  more  than  just  a  snap  with  application  templates  to 

an  electronic  bulletin  board.  It  should  register  site  visitors  and  even  set  up 


be  a  real  place  where  you 


can  conduct  real  business. 


Domino 


threaded  discussions. 


Yet  its  benefits  don’t  stop 


Enter:  Domino™  from  Lotus.  Domino  is  there.  Domino  is  also  secure  so  you 

the  only  true  interactive  web  application  have  flexibility  over  who  sees  what, 

server  that  helps  your  business  get  the  And,  importantly,  who  doesn’t  see  what. 


most  out  of  the  web. 


It  automates  workflow  processes  like 


While  it  delivers  corporate  product  lead  generation,  resume  tracking  and 


and  marketing  informa-  customer  service -so  you  can  act  on 
tion  like  Microsoft’s®  or  information,  not  just  read  it. 


Netscape’s®  web  servers,  Domino  provides 


Best  of  all,  Domino  is  built  on  the 


the  easiest  way  for  customers  to  find  world’s  most  powerful  platform  for  business 

the  information  they  want  quickly  with  applications:  Lotus  Notes.® 


site-sort-on-the-fly  features. 


Domino.  It’s  all  business.  For  more  infor- 


And  it  makes  interacting  with  mation,  visit  our  website  at 


Lotus 


employees,  customers  and  suppliers  http://domino.lotus.com.  Working  Tbgether* 


For  more  information,  call  1-800-828-7086,  ext.  C550.  ©1996  Lotus  Development  Corporation,  55  Cambridge  Parkway,  Cambridge,  MA  02142.  Lotus  Notes  and  Working 
Together  are  registered  trademarks  and  Domino  is  a  trademark  of  Lotus  Development  Corporation.  All  company  names  are  registered  trademarks  of  their  respective  companies. 
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president  and  CIO  of  Texas 
Instruments’  semiconduc¬ 
tor  group.  “It’s  better  for  us 
to  get  together  as  a  group 
and  develop  a  framework 
for  vendors  to  build  to  than 
to  have  every  semiconduc¬ 
tor  company  write  its  own 
customized  interfaces,”  he 
says. 

Sometimes  consortia 
bring  in  consultants  to  act 
as  go-betweens  with  the 
vendors.  In  the  oil  industry, 
for  example,  a  number  of 
large  companies  that  use  or 
plan  to  use  SAP’s  R/3  pack¬ 
age  have  hired  Andersen 
Consulting  to  research 
their  common  needs  and 
coordinate  with  SAP  to 
create  the  process  code  and 


"IT'S  BETTER 
for  us  to  get 
together  as  a 
group  and 
develop  a 
framework 
for  vendors 
to  build  than 
to  have  every 
semiconduc¬ 
tor  company 
write  its  own 
interface/' 
-Phil  Coup 


sortia  doesn’t  do  much  to 
change  the  tone  of  Clint 
Petty’s  alarmist  twang. 
“People  are  still  looking  at 
piecemeal  solutions  to 
what  is  going  to  become  a 
very  big  problem,”  he  says. 

What  may  seem  like  a 
cohesive,  integrated  solu¬ 
tion  now  may  look  like  a 
tangled  mess  a  few  years 
hence,  as  the  need  for  com¬ 
munication  and  integra¬ 
tion  between  systems 
grows.  Companies  are  still 
focusing  too  much  on 
quelling  interapplication 
chaos  rather  than  planning 
for  it.  Furthermore,  the 
promise  of  truly  standard¬ 
ized  interfaces  among  all 
these  systems  is  a  pipe 


interfaces  they  will  share. 

These  companies  are  on  the  right 
track,  but  the  formation  of  industry  con¬ 


dream,  just  as  it  was  in  the 
mainframe  era.  To  cope  with  the  con¬ 
tinuing  chaos,  companies  must  view 


integration  as  an  independent  discipline 
within  the  IS  department.  “We’re  going 
to  have  people  whose  job  is  solely  to 
manage  the  flow  of  data  from  applica¬ 
tion  to  application,”  says  Petty. 

The  question  is,  how  can  these  inte¬ 
gration  specialists  plan  their  strategies  so 
that  they  avoid  a  steady  diet  of  interap¬ 
plication  spaghetti?  What  can  they  do  to 
make  systems  less  perishable?  To  under¬ 
stand  how  integration  SWAT  teams  are 
forestalling  disaster  in  some  forward- 
thinking  IT  organizations,  read  “A 
Smarter  Linking  Logic”  in  the  Dec.  1 
issue  of  CIO.  ESI 

Senior  Writer  Christopher  Koch  can  be 
reached  at  ckoch@cio.com. 


The  Integration  Backlash 


Part  2  &  Part  3 

Learn  more  about  the  solution  some 
companies  have  embraced  in  our 
December  1  issue. 


T ■ 


■v  '• . '■  •  ;  '  '  '  •  ■  •  /L 


Collaborative  tools 
because 

business  sometimes  requires 
heads  up,  hands  on 
jam  sessions. 


Workgroups  can  leverage 
the  power  of  a  PC  on  a  digital 
whiteboard  for  more  productive 
meetings  and  better  output. 

Work  with  any  MS  Windows 
application  on  the  whiteboard, 
add  handwritten  notes  to  any  file, 
draw  free  form  diagrams. 

Build,  analyze  and  revise  models 
for  more  effective  evaluation. 
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Save,  print  and  publish 
^  collaborative  work  from  a  PC 
r  and  via  email. 


HHHg^ 


a  _  J 

\ 

te  r-  ® 

T  l  J _ *L  .  . 

_  _  * 

-m 

1 

L  J! 

All-Purpose  Digital  Meeting 
System 


Business  Flow  Modeling  and 
Simulation  Software 


Process  and  Data  Modeling 
Software 
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1  (800)  624-6174,  Ext  7693. 
http://www.hitachi-soft.com 

Quality  Solutions  Worldwide 
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CIO  Online  and  WebMaster  Online 
Are  Only  The  Beginning... 


Executive  Programs:  Educational  and 
networking  opportunities  for  corporate  and 
government  executives 


Executive  Library  &  Resource  Center: 

A  collection  of  information  for  CIOs  on  career 
advancement  and  other  work-related  issues 

Intranet  Resource  Center:  Case  studies, 
articles,  reports,  seminars  and  links  pertaining 
to  Intranet  development  and  strategy 


Interactive  Article  Forums:  Selected  articles 
in  CIO  Magazine  will  continue  on  the  Web  as 
interactive  discussion  forums 

The  Executive  Meeting  Place:  Network  and 
interact  with  peers,  CIO  writers,  and  experts 
in  the  field  of  information  management  by 
starting  a  thread  or  jumping  into  an  ongoing 
discussion 


LinkMaster:  The  ultimate  directory  for  managers 
and  executives,  containing  links  to  a  wide  variety 
of  subjects  and  resources 

WebMaster's  Notebook:  A  rich  collection  of 
online  seminars,  notes  and  links  to  sites  of  interest 
to  Web  managers  and  developers 


Drop  On  In 
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492  OLD  CONNECTICUT  PATH  •  FRAMINGHAM,  M A  01701  •  TEL:  508-872-0080 


COVER  STORY:  WEB  COMMERCE 


STROLL  DOWN  MAIN  STREET, 

USA  on  any  Saturday  afternoon, 
and  you’re  sure  to  see  many  peo¬ 
ple  dressed  like  walking  billboards. 
In  fact,  spotting  someone  in  a  crowd  who 
isn’t  sporting  a  T-shirt  or  sweatshirt  embla¬ 
zoned  with  the  logo  of  a  university, 
sports  team,  rock  group  or  athletic 
gear  company  is  nearly  impossible 
these  days. 

At  Fruit  of  the  Loom,  the  Bowling 
Green,  Ky.,  manufacturer  best  known 
for  its  underwear  (and  the  guys  in 
goofy  fruit  suits  who  promote  it), 


Reader  ROI 


MANY  PUNDITS  PREDICTED 
Web  commerce  would 
replace  the  middleman. 

But  Fruit  of  the  Loom  chose 
to  use  the  Web  to  help  the 
middleman.  Learn  Fruit  of 
the  Loom's  strategy  and 
implementation  plan  for 
becoming  a  "channel  mas¬ 
ter"  by  sponsoring  busi- 
ness-to-business  Web 
commerce  sites. 


FRUITS 


of  their 


Fruit  of  the  Loom  is 


LABORS 


investing  more 
than  $4  million  to 
develop  an  online 
distribution  chan¬ 
nel  that  includes 
products  from  its 
competitors.  And 
it's  letting  them  in 
for  free,  leaving 
some  to  wonder  if 
Fruit  has  gone 
bananas. 
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FRUIT  BUNCH: 

Above,  clockwise  from  left,  Paul  Cimino,  Todd  Turkin, 
Charles  Kirk  and  David  Dickson  worked  together  to 
make  Fruit  of  the  Loom’s  Activewear  Online  project  a 
fruitful  endeavor. 
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WEB  COMMERCE 


those  imprinted  shirts  represent  a  crucial  portion 
of  its  total  business — roughly  half  of  the  $2.4  bil¬ 
lion  company’s  operating  profits.  The  Activewear 
division  manufactures  blank  shirts  and  sells  them 
to  distributors,  who  in  turn  sell  them  to  screen- 
printers  and  embroiderers,  who  decorate  the  items 
and  sell  them  to  retailers,  who  peddle  to  con¬ 
sumers.  In  other  words,  Fruit  of  the  Loom  is  the 
first  link  in  the  distribution  chain  that  ends  with 
the  Smashing  Pumpkins  T-shirt  your  teenager 
bought  at  a  recent  concert. 

Unlike  the  knickers  business,  in  which  Fruit  sells 
products  directly  to  large  retailers  such  as  Wal-Mart, 
the  Activewear  division  relies  on  distributors  to 

reach  the  next  link  in 
the  channel,  which 
comprises  thousands 
of  small  to  midsize 
garment  decorators. 
(The  distribution  tac¬ 
tics  are  different  be¬ 
cause  T-shirts  require 
an  intermediary  step 
— decorating — and 
the  decorators  are 
too  numerous  and 
their  needs  too  var¬ 
ied  for  Fruit  to  sup¬ 
ply  them  directly.) 
Often  Fruit’s  distri¬ 
butors  carry  other 
products,  such  as  hats 
and  bags,  as  well  as 
T-shirts  from  Fruit’s 
competitors,  including  Hanes  Printables  (a  division 
of  Sara  Lee  Knit  Products)  and  Russell  Corp.  Mean¬ 
while,  the  imprinted  sportswear  market  is  con¬ 
solidating,  so  Fruit’s  relationships  with  key  dis¬ 
tributors  are  becoming  more  and  more  crucial 
and  competitive. 

Executives  at  Fruit  of  the  Loom  recognize  that 
the  Activewear  business  is  only  as  strong  as  the 
weakest  links  in  the  distribution  chain — and  the 
company  is  betting  that  Web-based  electronic 
commerce  will  help  strengthen  those  links  with 
distributors.  Led  by  David  Dickson,  vice  president 
of  marketing,  and  CIO  Charles  Kirk,  Fruit  of  the 
Loom  is  developing  and  maintaining  individual 
Web  commerce  sites  for  each  of  its  key  distributors. 
Each  site  displays  the  distributor’s  unique  Web 
address  and  allows  customers  to  browse  through 
the  distributor’s  colorful  catalogs,  inspect  invento¬ 
ry  levels,  check  their  credit  limits  and  place  bulk 
orders  online.  Fruit  is  calling  the  overall  Web  devel¬ 
opment  project  Activewear  Online. 

However,  electronic  commerce  sites  on  the  Web 
are  notorious  for  being  the  most  expensive  and  dif¬ 
ficult  to  build  and  maintain.  The  primary  cost  is 
incurred  in  custom-coding  links  to  back-office  sys- 


Toolbox 


Fruit  of  the  Loom's  Activewear 
Online  uses  a  cornucopia  of 
technology  that  includes: 

Hosting  Service:  Connect  Inc. 

Server  Hardware:  Sun  Enterprise 
4000  server 

Server  and  Application  Software: 

Connect  OneServer 

Relational  Database:  0rade7 

Phone  Lines:  T3  and  incoming  dial¬ 
up  connections  mainly  at  28.8Kbps 


terns  (see  “Good  ’N’  Plenty,”  Page  59),  and  Fruit’s 
distributors  have  different  back-office  systems. 
Furthermore,  no  one  knows  for  certain  how  pop¬ 
ular  online  ordering  might  become.  Nonetheless, 
Fruit  of  the  Loom  is  providing  the  Web  sites  free  to 
its  distributors.  And  it  is  spending  more  than  $4 
million  to  offer  that  privilege.  To  top  it  off,  the  sites 
feature  not  only  Fruit  Activewear  but  also  products 
from  Hanes  and  Russell. 

At  first  glance,  the  strategy  seems  to  be  one  apple 
short  of  a  bushel.  Why  would  a  manufacturer 
spend  millions  of  dollars  and  devote  valuable  exec¬ 
utive  resources  to  build  sites  for  distributors  who 
also  sell  competitors’  products? 

The  answer  has  to  do  with  a  progressive  strate¬ 
gy  that  consultants  at  Stamford,  Conn. -based 
Gartner  Group  Inc.  dub  “channel  mastering.”  A 
channel  master  is  a  powerful  member  of  a  distri¬ 
bution  chain  that  commits  itself  to  supporting  a 
system  that  benefits  all  channel  members.  American 
Airlines  Inc.’s  Sabre  Group,  for  example,  allows 
agents  to  book  flights  on  most  airlines,  and  Baxter 
Healthcare  Corp.’s  ValueLink  manages  a  similar 
hospital  supplies  distribution.  Channel  masters 
benefit  from  increased  efficiency  in  the  overall  chan¬ 
nel  and  from  the  goodwill  the  system  elicits.  “That’s 
at  the  root  of  what  Fruit  of  the  Loom  is  doing,” 
says  Art  Mesher,  research  director  for  integrated 
logistics  at  Gartner  Group. 

Fruit  of  the  Loom  is  one  of  the  first  companies 
to  attempt  channel  mastering  using  the  Web.  In 
doing  so,  Fruit  hopes  to  gain  favor  with  the  largest 
distributors,  many  of  whom  don’t  have  the  time  or 
money  to  build  their  own  Web  sites.  The  sites  will 
allow  the  distributors  to  accept  orders  24  hours  a 
day,  7  days  a  week,  which 
Fruit  hopes  will  increase  ^ 
total  sales,  in  turn  boost¬ 
ing  Fruit’s  sales.  Also, 
the  system  includes 
algorithms  that  bene¬ 
fit  Fruit.  If,  for  instance, 
a  silk-screen  printer 
needs  10,000  extra- 
large  black  T-shirts 
and  the  distributor 
doesn’t  have  the  request¬ 
ed  brand  in  stock,  the 
system  will  suggest  a  Fruit 
of  the  Loom  alternative. 

Fruit  sees  this  as  a  golden 
opportunity  to  influence 
an  emerging  distribution 
channel  in  its  nascent 
stage  because  once  dis¬ 
tributors  have  one  oper¬ 
ational  Web  site,  they 
won’t  need  another. 

“We’re  staking  out 
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real  estate  that  won’t  be  on  offer  a 
year  or  two  from  now,”  Kirk  says. 
The  value  of  that  property  is 
still  unknown,  however.  Although 
Fruit’s  research  found  that 
more  than  30  percent  of  the 
screen  printers  and  embroi¬ 
derers  have  access  to  the  In¬ 
ternet,  no  one  knows  how 
many  of  them  might  use  it 
for  gathering  information 
and  ordering. 

Furthermore,  Hanes  Print- 
ables  is  not  so  easily  pushed 
into  the  second-banana  slot.  When 
Hanes  learned  of  Fruit’s  strategy,  it 
raced  to  develop  and  promote  its  own 
Web  system  for  distributors. 

“We  feel  that  business-to-busi- 
ness  use  of  the  Internet  is  an  area  of 
great  potential,”  says  Tom  Cash,  CIO 
of  Sara  Lee  Knit  Products.  “The  ones  that 
have  experience  and  relationships  estab¬ 
lished  with  the  distributors  will  be  the  ones  that  win 
that  race  in  the  long  run.  Therefore,  it  is  as  impor¬ 
tant  to  us  as  it  is  Fruit  to  be  in  the  forefront  on 
this.”  He  will  not  disclose  how  many  distributors 
Hanes  has  enlisted. 

Cash  adds  that  Hanes  was  first  to  launch  a  cor¬ 
porate  Web  site  that  lets  garment  decorators  locate 
products  and  distributors.  But  even  he  concedes 
that  Fruit  is  one  of  the  first  to  sponsor  Web  sites  for 
distributors.  Although  Cash  characterizes  Hanes 
as  being  ahead  in  prior  uses  of  technology,  “this 
time,  it’s  a  competition,”  he  says. 


FOR  COMPANIES  INTERESTED  in  becoming 
channel  masters,  Fruit’s  somewhat  unortho¬ 
dox  tactics  provide  valuable  insights. 

For  instance,  many  pundits  predicted  that  Web 
commerce  would  eliminate  the  middleman.  But 
the  channel  has  too  many  small  screen  printers 
and  embroiderers  for  Fruit  to  service  them  direct¬ 
ly.  So  instead  of  ridding  itself  of  the  middleman, 
Fruit  is  actually  using  the  Web  to  help  distribu¬ 
tors — and  itself. 

Also,  Fruit  ducked  the  usual  return-on-invest¬ 
ment  studies  before  committing  to  the  project  in 
February.  The  reason:  The  sponsorship  benefits 
don’t  generate  the  kind  of  payback  an  accountant 
can  calculate  on  a  spreadsheet.  “To  be  honest,  any¬ 
thing  you  did  on  ROI  would  have  been  bogus,” 
says  David  Dickson,  vice  president  of  marketing  for 
Activewear. 

And  once  Fruit’s  idea  germinated,  it  ripened 
quickly.  In  less  than  six  months,  the  company  and 
its  partners  got  a  system  underway. 

The  story  began  in  late  September  1995,  with  a 
phone  call  between  Dudley  Mcllhenny,  a  partner 
with  the  New  York  consulting  firm  The  Context 
Group,  who  had  worked  with  Fruit  of  the  Loom 
for  15  years,  and  Paul  Cimino,  CEO  of  Snickelways 
Interactive,  a  digital  marketing  firm  in  New  York. 
Cimino  had  built  a  Web  trade  site  in  which  buyers 
and  suppliers  in  the  gemstone  industry  could  meet 
and  place  orders  for  semiprecious  stones  online. 
The  site  is  sponsored  by  one  of  the  wholesalers.  He 
asked  Mcllhenny  if  the  concept  could  apply  to  the 
imprinted  sportswear  industry. 

Mcllhenny  was  intrigued  by  the  idea. 

Five  days  later,  a  Saturday,  Mcllhenny  caught  the 


Good  'N'  Plenty 

Electronic  commerce  sites  are  typically 
the  most  costly  Web  sites  to  create 

N  A  STUDY  OF  20  LEADING  Web  commerce  pioneers,  In¬ 
ternational  Data  Corp.  (which  is  owned  by  the  same 
parent  company  as  CIO)  found  the  most  expensive 
type  of  Web  site  to  produce  is  an  electronic  commerce  site, 
which  averages  $1  million.  Other  findings  include: 

■  The  cost  of  building  a  commerce-ready  Web  site  ranges 
from  $300,000  for  a  minimally  secure  site  to  $1.5  million, 
not  including  marketing,  advertising  or  training  costs. 

■  Software  costs  range  from  $10,000  for  those  who  use 
off-the-shelf  packages  to  more  than  $500,000  for  sites 
primarily  based  on  custom  code. 


■  Most  of  the  money  goes  to  custom  coding.  Of  the  total 

spent,  roughly  20  percent  is  for  hardware  and  software. 
The  remaining  80  per¬ 
cent  is  for  custom  Hardware  and  software 

development, 
coding  and  sys¬ 
tems  integra¬ 
tion  efforts, 
which  under¬ 
scores  the  lack 
of  off-the- 
shelf  prod¬ 
ucts  available. 

■  Web  site  staffing  among  the  companies  surveyed  ranged 
from  a  few  to  40,  with  an  average  of  1 9  people. 

■  Estimates  of  maintenance  costs  are  unreliable  because 
the  sites  are  too  new. 

-L.  Radosevich 


Custom  development, 
coding  and  systems  integration 


http://www.cio.com 


CIO  /  NOVEMBER  1  5,  1  996  59 


PENTIUM  PRO 

PROCESSOR 


FOR  INFORMATION  ON  OUR 
“MASTERING  YOUR  NT  TRANSITION” 
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No  matter  how  much  you  spend  establish¬ 
ing  your  IT  infrastructure,  your  end-user 
could  still  be  starving  for  critical  infor¬ 
mation  and  data  access. 

No  problem.  Whether  it’s  System/390, 
UNIX®,  Windows  NT®  or  all  three  running 
at  the  same  time,  Amdahl  offers  the  data 
center-to-desktop  solutions  —  hardware, 
software,  integration  and  support  services 
you  need  to  make  the  most  voracious 
organizations  happy. 

Take  our  new  EnVista™  family  of  NT 
servers,  for  example  —  with  today’s 
fastest  NT-to-mainframe  connections. 
Or  our  LVS  4500™  storage  systems  for 
client/server  environments,  serving  up 
a  terabyte  at  a  sizzling  20,000  I/Os  per 
second.  Or  perhaps  our  transparent  migra¬ 
tion  of  data  from  DASD  to  RAID  devices, 
catering  to  environments  where  work  is 
uninterruptible. 

To  let  Amdahl  serve  up  something 
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WEB  COMMERCE 


notoriously  difficult-to-reach  Dickson  at  home. 
Dickson  thought  the  sponsorship  idea  was  just 
peachy.  Using  money  from  his  marketing  budget, 
he  hired  Cimino  to  mock  up  a  prototype. 

In  November,  Dickson  approached  Todd  Turkin, 
executive  vice  president  of  Broder  Bros.  Co.,  a  $200 
million  sportswear  distributor  in  Plymouth,  Mich., 
and  made  a  Web  sponsorship  offer.  Turkin  and 
Dickson  were  longtime  acquaintances,  and  Broder 
Bros,  is  Fruit’s  largest  distributor,  so  Turkin  was  all 
ears.  At  the  time,  Broder’s  customers  were  placing 
orders  over  the  phone  during  normal  business 
hours  and  waiting  while  a  service  representative 
checked  inventories  and  collected  order  informa- 


occurred.  At  a  February  meeting  of  the  board  of 
directors,  Kirk,  who  had  become  increasingly 
involved  as  the  project  grew,  demonstrated  the 
Broder  Web  site,  complete  with  a  full-color  cata¬ 
log,  inventory  checking,  online  ordering  and  sub¬ 
stitution  rules.  The 
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In  ourwildest  imaginations,  we 
would  not  have  guessed  that  this 
project  would  cost  as  much  as  it  has. 

-David  Dickson 


tion.  The  Web  site,  Dickson  told  Turkin,  could 
reduce  transaction  costs  by  letting  customers 
browse  through  the  catalog,  check  inventory  and 
place  orders  on  their  own  at  any  hour  of  the  day, 
thereby  reducing  personnel  costs — all  on  Fruit’s 
nickel.  In  return,  the  site  would  include  a  Fruit  of 
the  Loom  banner  and  its  substitution  rules  would 
favor  Fruit  products.  Turkin  approved  the  plan. 

Meanwhile,  CIO  Kirk  kept  tabs  on  the  project, 
which  was  not  in  IS  because  it  was  small,  run  out 
of  Dickson’s  marketing  budget  and  not  connected 
to  Fruit’s  systems.  Still,  Kirk  was  supportive.  He 
had  come  to  Fruit  from  Federal  Express  Corp., 
where  he  had  been  vice  president  of  inter¬ 
national  systems.  While  there,  he  was  ^ - 

involved  with  the  development  and 
maintenance  of  the  company’s  customer 
automation  system,  which  lets  cus- 
tomers  schedule  pickups  and  track 
packages  online.  The  system  was 
revolutionary  at  the  time,  but 
Kirk  had  disagreed  with  the 
decision  to  allow  customers 
to  place  only  Federal  Express 
orders  using  the  system. 

“There’s  hardly  a  customer 
out  there  that  can  ship  entire¬ 
ly  and  solely  by  Fed  Ex  because 
there’s  always  someone  who  [has] 
something  that’s  better  to  ship  by 
truck  or  UPS,”  he  had  argued.  So 
this  time  around,  Kirk  was  eager 
to  promote  the  more  open 
approach  that  Dickson  was 
taking  with  Broder  Bros. 

Then  a  project-altering  event 


Finding  It  Online 


■  Broder  Bros.  Co. 

www.  broder bros.  com 

■  Connect  Inc.  www.connectinc.com 
or  www.oneserver.com 

■  Fruit  of  the  Loom  www.fruit.com 

■  Hanes  Printables 

www.hanesprintables.com 

■  Snickelways  Interactive 

www.snickelways.com 


board  was  floored. 

The  members  sensed 
they  had  something 
good  to  offer  the  dis¬ 
tributors  that  their 
competitors  didn’t. 

At  the  board’s  re¬ 
quest,  Chief  Oper¬ 
ating  Officer  Dick 
Lappin  opened  the 
checkbook  and  en¬ 
couraged  Dickson 
and  Kirk  to  sign  up 
the  major  distribu¬ 
tors  as  quickly  as  pos¬ 
sible.  Lappin  even  made  the  rounds  himself,  help¬ 
ing  to  woo  distributors.  In  a  matter  of  weeks, 
approximately  30  distributors  were  on  board. 

By  that  point,  the  scope  of  the  project  had  grown 
so  large  that  Kirk  took  over  the  technical  logistics. 
His  immediate  challenge  was  to  find  an  affordable 
way  to  mass-produce  complex,  transactional  Web 
sites  that  could  work  with  a  variety  of  back-end 
systems. 

The  trouble  was,  the  impressive  Broder  site  was 
built  using  hand-coded  scripts.  The  handiwork  cost 
well  over  half  a  million  dollars  to  produce,  accord¬ 
ing  to  Kirk.  While  that’s  not  an  outrageous  sum  for 
individual  Web  commerce  sites,  it  was  too  high  for 
mass  production  of  30  sites. 

What  Kirk  wanted  was  off-the-shelf  soft- 
k  ware  for  a  real  commercial  order-entry  sys- 
“  tern.  It  had  to  handle  complex  purchase 
orders  and  accommodate  substitution  rules 
that  allow  the  company  to  recommend  al¬ 
ternatives  when  a  product  is  out.  It  had  to 
deal  with  commercial  credit  rules  and 
account  limitations.  It  had  to  let  the  dis¬ 
tributors  offer  specials  to  individual 
customers,  so  when  a  screen  printer 
who  designed,  say,  Chicago  Bulls 
gear  logged  on,  the  system  could 
offer  a  discount  on  red  T-shirts.  At 
the  suggestion  of  analysts  from 
Forrester  Research  Inc.  in  Cambridge, 
Mass.,  and  Gartner  Group,  Kirk  looked  at 
the  OneServer  from  Connect  Inc.  in 
Mountain  View,  Calif. 

Connect  originally  was  an  online  services 
company,  like  America  Online  Inc.  or 
CompuServe  Inc.  In  1992  it  began  sell¬ 
ing  OneServer,  a  packaged  online 
application  built  on  Oracle7.  The 
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technology  with 

business  objectives. 


How  many  times  have 


you  heard  of  IT  projects 
that  didn’t  produce  the 
desired  results? 

Introducing  the  Glomark  ROI  Approach 


The  Glomark  ROI  Approach  is  an 
effective  methodology  to  identify,  track 
and  measure  the  economic  business 
improvements  from  IT  projects. 

The  Glomark  ROI  Approach  can  help 
either  buyers  or  vendors  of  IT  identify 
a  projects  ROI  —  before  an  investment 
is  made. 

Give  us  a  call  to  receive 
free  the  Executive  Summary 


of  The  Glomark 
ROI  Approach. 


I -800-4GLOMARK 
614-459-5282 

http://www.glomark.com 


WEB  COMMERCE 


software  offers  administrative  services  needed  to 
handle  many  users:  access  control,  security,  usage 
tracking.  It  can  also  display  a  multimedia  catalog 
and  allows  sellers  to  determine  what  a  particular 
customer  sees  in  the  catalog  when  he  or  she  logs  on. 
For  instance,  a  distributor  can  program  the  system 
so  that  a  screen  printer  who  purchases  many  hood¬ 
ed  sweatshirts  sees  an  ad  for  hooded  sweatshirts 
first.  Finally,  it  has  application  programming  inter¬ 
faces  (APIs)  for  connecting  to  back-end  systems. 

Kirk  was  sold.  In  late  March,  Fruit  signed  a  licens¬ 
ing  contract  worth  an  undisclosed  amount.  (In  July, 
Fruit  took  the  relationship  one  step  further  by  invest¬ 
ing  $3  million  in  the  140-person  company  in  addi¬ 
tion  to  the  $4  million  it  paid  for  Web  site  develop¬ 
ment.  Connect  went  public  in  August.)  For  the  next 
90  days,  20  programmers  from  Connect,  Fruit  of 
the  Loom  and  CompuWare,  Fruit’s  systems  inte¬ 
grator,  worked  on  a  database  design.  The  pro¬ 
grammers  specified  attributes  for  each  product  area, 
such  as  waist  and  inseam  measurements  for  trousers; 
neck  and  sleeve  size  for  shirts;  and  color,  texture  and 
material  for  all  products. 

Meanwhile,  Snickelways  Interactive  was  creating 
a  program  that  helps  distributors  design  their  Web 
sites.  The  program  walks  distributors  through  a  cre¬ 
ation  process  in  which  they  pick  attributes  such  as 
background  patterns  from  predesigned  templates. 
That  way,  distributors  don’t  have  to  hire  their  own 
designers  to  have  professional-looking  sites. 

The  team  took  a  middleware  approach  to  link¬ 
ing  to  distributors’  different,  and  sometimes  creaky, 
inventory  systems.  They  used  an  API  that  enabled 
OneServer  to  accept  a  flat-file  upload  from  distrib¬ 
utors’  systems.  Once  in  OneServer,  the  flat  file  is 
partitioned  into  an  Oracle7  database,  which  serves 
inventory  and  product  information  to  the  Web 
sites.  Connect  hosts  the  Web  sites,  and  distributors 
have  password  access  through  a  dial-up  connection. 

They  can  update  the 
inventory  informa¬ 
tion  as  often  as  they 
like,  and  the  upload 
process  can  be  auto¬ 
mated. 

For  now,  Connect 
collects  incoming 
orders  and  forwards 
them  to  distributors 
by  e-mail  or  fax.  The 
distributors  then  en¬ 
ter  orders  into  their  order-processing  systems  by 
hand  or  batch  file  transfer.  The  Activewear  Online 
team  is  building  programs  that  will  automatically 
deposit  orders  into  distributors’  order-processing 
systems,  but  it  is  saving  that  feature  for  the  second 
implementation  phase  later  this  year.  Some  dis¬ 
tributors  have  old  systems  that  aren’t  flexible 
enough  to  accept  electronic  transactions  from  out¬ 


A  NUTTY  HOME  PAGE 

Fruit  of  the  Loom's  corporate 
Web  site  is  www.fruit.com.  The 
intuitive  address,  www. 
fruitoftheloom.com,  is  actually  a  site  for 
a  group  that  proposes  giving  away 
inflatable  homes  to  the  homeless. 


side  systems,  so  they  will  continue  to  use  the  man¬ 
ual  order-entry  method.  “We  didn’t  want  to  force 
distributors  to  upgrade  their  back-end  systems  in 
order  to  participate,”  says  Craig  Norris,  vice  pres¬ 
ident  of  professional  service 
at  Connect. 

For  security,  Fruit  of  the 
Loom  relied  on  the  RSA 
encryption  built  into 
OneServer.  Also, 
the  Activewear 
Online  ap¬ 
plication 
used  Net¬ 
scape  Secure 
Socket  Layer 
security  in  places. 

But  security  was 
not  a  big  issue 
for  Fruit’s  distribu¬ 
tors  because  the  people  placing  orders  would 
already  have  accounts  with  the  distributors.  The 
customers  would  still  establish  their  accounts 
offline,  and  then  their  IP  addresses  would  be  pro¬ 
grammed  into  the  Web  site  so  that  it  would  send 
information  only  to  them,  according  to  Kirk. 

In  June,  the  Broder  site  went  public.  Even 
before  that  was  announced,  roughly  1  percent  of 
Broder’s  orders  started  coming  in  over  the  Web, 
Turkin  says.  This  fall,  Turkin  plans  a  promotion 
with  AT&T  WorldNet  Internet  Service  in  which 
Broder  Bros,  will  send  Internet  access  disks  to 
roughly  10,000  screen  printers  and  embroiderers. 
When  the  customers  sign  up,  the  first  Web  page  that 
will  open  will  be  Broder  Bros.  Turkin  says  he 
wouldn’t  be  surprised  if  online  ordering  reaches  10 
percent  of  total  orders.  The  other  distributors’  sites 
will  be  up  by  press  time. 


Because  this  area  is  so  new,  no  one  at  Fruit 
really  knows  for  sure  where  it’s  going.  Al¬ 
ready,  though,  it  has  learned  a  lesson:  “In 
our  wildest  imaginations,  we  would  not  have 
guessed  that  it  would  cost  as  much  as  it  has,”  says 
Dickson.  The  costs,  he  says,  have  to  do  with  “creep¬ 
ing  elegance” — as  the  project’s  team  realized 
what  was  technically  possible,  they  kept  adding  to 
the  project. 

Costs  aside,  Fruit  executives’  instincts  told  them 
the  project  was  going  to  be  juicy.  “We  knew  it 
would  be  impossible  for  any  of  us  today  to  truly 
appreciate  where  this  could  take  us  in  the  future,” 
says  Mcllhenny.  “But  we’re  in,  we’re  on  the  ground 
floor,  and  we  have  something  that’s  state  of  the 
art.”  Looks  like  Fruit  of  the  Loom  just  might  have 
picked  itself  a  real  plum.  *aisi 


Lynda  Radosevich  is  a  writer  in  New  York.  She 
can  he  reached  at  lradosev@interserv.com. 
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Sustainable  Process  Improvement.  That’s  what  its  all  about  according  to  industry  experts  such  as  Capers  Jones,  the 
Gartner  Group,  the  Meta  Group  and  the  SEI —  the  people  who  make  their  living  figuring  out  how  to  make  better,  faster,  cheaper 
a  reality.  And  these  experts  point  to  Process  Management,  enabling  you  to  achieve:  350%  increase  in  developer 
productivity;  70%  improvement  in  project  schedules;  90%  reduction  in  defects;  and  500%  return  on  investment. 


With  over  1,000  implementations  worldwide,  Process  Engineer  is  the  leading  Process  Management  tool  for  defining, 
deploying,  executing  and  improving  development  best  practices.  The  LBMS  Process  Library  '1  combines  our 
knowledge  base  of  best  practices  with  that  of  industry  experts  through  our  LBMS  ProcessWare  Partners 
Program.  We  address  significant  development  issues  such  as:  Enterprise  Client/Server  Applications,  Data 
Warehousing,  Business  Process  Re-engineering,  Package  Implementation,  and  Object  Oriented 
Development.  Process  Engineer  enables  the  process  library  to  be  customized  to  reflect  organizational  best  practices. 
Its  integrated  suite  of  tools  provides  authoring,  process-driven  planning,  task  and  deliverable  management,  process 
improvement  capabilities  to  all  team  members  and  provides  facilities  for  publishing  best  practices  on  a  corporate  Intranet. 


Break  through  the  Barrier  Today.  Call  us  now  to  schedule  a  Process  Engineer  Demo.  Register  online  at  our  Web 
site  for  the  LBMS  Free  Seminar  Series:  Process  Management.  Order  a  Free  White  Paper  on 
Process  Management  or  our  multimedia  Seminar  On  CD  '  Call  us  at  1-800-345-LBMS  MM  *  At/iT.  y 
(5267)  or  outside  the  US  at  713-625-9300.  Visit  us  on  the  Web  at  www.lbms.com. 
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I.S.  DEPARTMENTS  ARE  UNDER 
increasing  pressure  to  prove  their  val¬ 
ue  to  organizations,  so  IS  executives 
today  employ  new  metrics  based  on 
business  value  instead  of  on  technical 
measurements  like  uptime  and  pro¬ 
cessing  capacity.  This  story  addresses 
how  CIOs  can  devise  metrics  pro¬ 
grams  that  focus  their  staff's  attention 
on  strategic  business  goals. 


The  newest  metrics  for  IS 


are  derived  from  business  goals 


and  user-centric  measures. 

BY  PETER  FABRIS 


res  of 

returned,  tpra 

istinction 


billing  system  snafu  caused  an  equip¬ 
ment  rental  company — let's  call  it 
Excessive  Persistence  Rent-a-Tool  Co. 
(Eprat) — to  bill  customers  repeatedly 
after  they  returned  rented  items.  Not  surprisingly, 
customers  did  not  enjoy  being  hounded  for  pay¬ 
ment  on  items  they  had  already  paid  for  and 
returned.  Eprat  began  to  lose  market  share. 

So  Eprat's  top  executives  institut¬ 
ed  a  billing  accuracy  measure  and 
made  bonuses  for  IS  and  billing 
managers  contingent  upon  improv¬ 


ing  the  billing  accuracy  rate  by  10  percent.  The  billing  man¬ 


ager  grumbled,  "This  isn't  fair  to  my  department.  Most  of  the 
mistakes  are  coming  from  IS."  The  IS  chief  complained,  "This  isn't 
|  fair  to  us.  A  lot  of  the  problems  are  coming  from  billing." 

"It  finally  dawned  on  [both  IS  and  billing]  that  it  wasn't  a  problem 

CL 

& 

they  could  solve  separately,"  says  Charlie  Gold,  a  research  fellow  at 

% 

Ernst  &  Young's  Center  for  Business  Innovation,  based  in  Boston,  who 
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consulted  with  the  real  company  on 
which  this  story  is  based.  “They  had  to 
solve  it  together.” 

Indeed,  metrics  such  as  billing  accu¬ 
racy  rates  derived  from  the  efforts  of 
cross-functional  teams  (which  typically 
include  IS)  are  becoming  more  popular 
as  measures  of  business  performance. 
More  companies  assess  success  today 
based  on  nontraditional  metrics  that 
gauge  customer  satisfaction,  quality, 
employee  competence  and  market 
agility — numbers  that  go  beyond  bot¬ 
tom-line  results  but  are  nonetheless  pre¬ 
dictors  of  future  success.  If  a  company 
like  Eprat,  for  instance,  loses  customers 
in  droves  due  to  poor  service,  it  is  prob¬ 
ably  headed  for  serious  trouble  even  if  it 
remains  profitable  for  the  moment. 
Many  of  these  new  metrics,  unlike  tra¬ 
ditional  financial  measures  such  as  quar¬ 
terly  profits  or  annual  revenue  projec¬ 
tions,  cannot  be  reflected  easily  in  a  sin¬ 
gle  number.  Though  they  can  be  difficult 
to  measure,  these  new  business  bench¬ 
marks  receive  much  attention  from  top 
executives,  including  CIOs. 

Increasingly,  IS’s  fate  is  entwined  with 
business  units  that  are  being  judged 
according  to  those  new  business  metrics. 
At  many  corporations,  IS  and  business 
groups  work  together  on  large-scale  proj¬ 
ects  in  which  IS  and  logistics  are  joined 
at  the  hip  for  months  to  streamline  key 
business  processes.  The  success  of  those 
projects  and  the  performance  evaluation 
of  both  IS  and  business  unit  managers 
often  hinge  on  new  business  metrics. 
Thus,  as  metrics  change  for  business 
units,  IS  managers  must  not  only  sup¬ 
port  business  partners  in  reaching  their 
new  benchmarks  but  also  proactively 
offer  suggestions  for  process  improve¬ 
ments  in  order  to  achieve  higher  marks. 
That  means  CIOs  need  to  focus  on  busi¬ 
ness  metrics  as  much  as  their  colleagues 
who  run  the  business  do. 

Some  CIOs  are  uncomfortable  with 
this  shift  in  how  they  and  their  staffs  are 
evaluated,  particularly  because  assess¬ 
ing  IS’s  contribution  to  business  goals 
has  always  been  difficult.  Traditionally, 
IS  hasn’t  measured  its  work  according 
to  business  metrics,  says  Barry  Young,  a 
practice  manager  of  performance  mea¬ 
surement  with  Technology  &  Business 
Integrators  Inc.  in  New  York.  Instead,  IS 
focused  on  bits  and  bytes  metrics  that 
related  to  down  time,  the  number  of 


MIPS  supported  by  a  system  and  the 
like.  Though  these  metrics  are  objective 
and  easy  for  IS  folks  to  understand, 
they’re  virtually  meaningless  to  every¬ 
one  else.  Many  CEOs  have  lost  patience 
with  IS  managers  who  won’t  or  can’t 
come  up  with  numbers  they  can  under¬ 
stand,  Young  says.  IS  managers  have  no 
choice  but  to  translate  those  measure¬ 
ments  into  IS  strategy. 

EW  METRICS  OFTEN  COM- 

bine  IS  and  business  unit 
objectives  in  one  mea¬ 
surement.  For  instance, 
Sears,  Roebuck  and  Co.’s 
home  services  division, 
responsible  for  appliance 
service  calls  to  and  from 
consumers,  pays  close  attention  to  cost 
per  service  call  and  cost  per  maintenance 
agreement.  The  home  services  IS  unit 
tags  the  cost  of  systems  according  to 
those  metrics  so  IT  expenses  become 
part  of  the  bottom-line  prices.  Business 
unit  managers  track  cost  metrics  over 
time,  aiming  to  reduce  them  continually. 
In  effect,  IS  expenses  become  an  integral 
part  of  a  business  unit’s  metrics,  says 
Stephanie  S.  Springs,  senior  systems 
director  with  Sears’  corporatewide  IS 
management  unit  in  Hoffman  Estates, 
Ill.  So  business  managers  in  a  sense 
“own”  IT  project  expenditures  (though 
IS  consults  with  them  closely,  of  course). 
If  key  business  cost  metrics  go  down,  IS 
and  business  managers  look  good  and 
share  the  rewards;  naturally,  they  share 
the  risk  of  failure,  too. 

Of  course,  systems  for  payroll  and 
billing  lend  themselves  to  quantifiable 
measures  more  readily  than  others  do. 
“It’s  far  more  difficult  to  measure  the 
impact  of  strategic  systems,”  Springs 
says.  Sears  recently  built  a  sales  and  mar¬ 
keting  data  warehouse  to  give  store 
managers  quick  access  to  up-to-date 
sales;  IS  measures  how  much  the  system 
is  used.  That  statistic  helps  determine 
how  easily  the  system  has  been  accept¬ 
ed  by  users,  but  it  does  not  reflect  any 
business  benefits. 

Sears’  data  warehouse  system  lets 
merchants  make  better  decisions,  notes 
Jan  Drummond,  Sears’  director  of  media 
relations.  Retail  managers  now  get  sales 
information  daily  instead  of  once  a 
week,  which  leads  to  more  accurate  con¬ 
sumer  demand  targeting,  Springs  says, 


"You've  got  to 
understand  what  is 
going  to  drive  the 
business  and  how  to 
measure  it." 

-Lloyd  Darlington 

but  finding  hard  data  to  support  that 
conclusion  is  nearly  impossible.  “How 
do  you  measure  that?”  she  asks.  “How 
can  you  calculate  new  sales  that  would 
never  have  been  made  [without  the  data 
warehouse]?”  In  this  case,  anecdotal  evi¬ 
dence  is  the  most  powerful  indicator  of 
this  system’s  strategic  impact.  If  a  few 
retail  managers  increase  shelf  space  for 
a  hot  line  of  slacks  based  on  sales  data 
from  other  regions  and  apparel  sales 
climb,  the  store  can  conclude  the  system 
has  value.  When  precise  metrics  are  not 
available,  companies  still  have  to  invest 
in  strategic  systems,  Springs  says, 
because  they  will  pay  off  significantly 
even  if  returns  are  evaluated  to  some 
extent  according  to  gut  feelings. 

UST  AS  I.S.  MUST  WORK  CLOSELY 

with  business  groups  to  design 
successful  systems,  technolo¬ 
gists  and  business  managers 
must  collaborate  on  metrics 
that  will  define  success  for  proj¬ 
ects  designed  to  meet  key  busi¬ 
ness  goals,  points  out  Lloyd 
Darlington,  chief  technology  officer 
and  general  manager  of  Bank  of  Mon¬ 
treal’s  operations  group  based  in 
Toronto.  “You’ve  got  to  understand 
what  is  going  to  drive  the  business  and 
how  to  measure  it,”  he  says.  Bank  of 
Montreal  designed  a  “multihundred- 
million-dollar  project”  called  Pathway, 
a  common  platform  for  each  bank 
branch  to  track  commercial  account  in¬ 
formation.  The  company  spent  about  a 
year  analyzing  business  processes  be¬ 
fore  systems  design  work  even  began. 
Business  sponsors  had  to  articulate  the 
project’s  expected  benefits  and  how  to 
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judge  whether  the  project  achieved 
them.  “We  needed  to  understand  the 
measures  of  success:  new  customers, 
balances  generated,  fees  generated,  costs 
cut,”  Darlington  says.  With  specific  tar¬ 
gets  established,  Bank  of  Montreal 
gauged  progress  early  as  it  studied  the 
impact  of  Pathway  at  a  few  test  sites. 

The  company  monitored  user  accep¬ 
tance  of  the  system  in  the  pilot  phase, 
comparing  business  performance  im¬ 
provements  of  branches  testing  the  new 
system  with  the  performance  of  control 
groups  of  branches  not  equipped  with 
Pathway.  The  pilot  sites  tested  the  valid¬ 
ity  of  the  chosen  metrics  to  show  how 
management  could  help  sales  represen¬ 
tatives  get  the  most  out  of  Pathway, 
Darlington  says.  He  adds  that  users  have 
to  understand  what  the  business  bene¬ 
fits  of  a  new  system  are  and  be  chal¬ 
lenged  to  meet  goals.  For  example,  the 
system  gave  commercial  account  man¬ 
agers  valuable  client  information  in  an 
easily  accessible  format,  enabling  them 
to  deduce  which  clients  would  be  good 
prospects  for  additional  Bank  of 
Montreal  services. 

But  information  alone  won’t  boost 
business.  “If  you  want  account  man¬ 
agers  to  spend  more  time  with  cus¬ 
tomers,  you  have  to  make  it  worthwhile 
for  them  to  do  it,”  Darlington  says.  That 
means  providing  rewards  and  recog¬ 
nition  for  generating  new  business. 
Measuring  progress  of  the  Pathway 
project  in  the  early  stages  led  to  some 
system  improvements  as  well.  “We 
learned  a  lot  about  the  importance  of 
usability  and  the  importance  of  having 
real,  live,  passionate  branch  people 
involved  in  the  design,”  Darlington  says. 
Many  users  had  not  used  PCs  before,  so 
IS  taught  them  basic  computer  skills. 

Business  unit  managers  are  in  the  best 
position  to  set  performance  goals  for  a 
major  systems  project,  but  IS  provides  a 
reality  check  about  how  technology  can 
contribute.  At  E.I.  du  Pont  de  Nemours 
&  Co.  in  Wilmington,  Del.,  scheduling 
and  timing  are  the  trickiest  parts  of  these 
IS/business  unit  negotiations.  “Business 
|  managers]  are  always  very  eager  to  get 
a  project  done,”  says  Kent  Baldwin,  man¬ 
ager  of  planning  and  analysis  for 
DuPont’s  central  IS  unit.  Baldwin  says  a 
typical  discussion  goes  like  this:  “The 
business  unit  manager  says,  I  want  to  get 
this  done  in  a  year.  IS  says,  In  order  to  do 


that,  we  need  X  number  of  your  people 
with  Y  number  of  our  people  plus  some 
outside  consultants.”  Often,  the  business 
unit  manager  can’t  afford  to  supply  as 
many  people  as  IS  needs  or  the  most 
experienced  business  unit  managers  need 
to  run  day-to-day  operations  and  may 
not  be  able  to  commit  themselves  full¬ 
time  to  a  special  project. 

SUCH  SITUATIONS  TEST  THE 

communication  and  collab¬ 
oration  skills  of  IS  person¬ 
nel,  which  become  more  im¬ 
portant  the  more  IS  teams 
with  business  partners  and, 
though  difficult  to  measure, 
often  factor  into  IS  perfor¬ 
mance  evaluations.  What  these  ratings 
measure  is  arguably  unmeasureable,  but 
they  can  provide  some  gauge  of  the 
effectiveness  of  IT/business  interactions. 

A  number  of  corporations  attempt  to 
quantify  IS  skill  sets  at  least  in  part  by 
surveying  users.  Some  go  beyond  tradi¬ 
tional  surveys  that  gauge  overall  user 
attitudes  toward  IS  to  measure  how  IS  is 
contributing  to  process  improvements 
and  strategic  goals. 

Companies  like  The  Allstate  Corp.,  a 
Northbrook,  Ill. -based  insurance  pro¬ 
vider,  follow  up  major  systems  projects 
with  user  surveys  to  assess  how  well  in¬ 
ternal  business  partners  think  IS  sup¬ 
ports  them.  The  surveys  ask  questions 
about  whether  IS  met  its  deadlines  and 
delivered  a  product  that  worked  as  well 
as  warm-and-fuzzy  issues  like  how  well 
IS  personnel  worked  with  business  part¬ 
ners.  The  most  important  question  on 
Allstate’s  user  surveys  is  “Would  you  re¬ 
use  us  for  this  type  of  service?”  accord¬ 
ing  to  Patricia  Coffey,  director  of  human 
resources  development  for  the  compa¬ 
ny’s  technology  shared  services  group. 
Users  typically  respond  positively  to  this 
question,  Coffey  says,  but  when  they 
don’t,  IS  knows  it  has  work  to  do.  When 
faced  with  negative  survey  results,  proj¬ 
ect  coordinators  follow  up  with  business 
partners  to  find  out  why  a  project  went 
awry.  Surveys  alone  can’t  indicate  how  IS 
should  improve  its  processes,  though.  It’s 
up  to  IS  to  reach  out  to  users  to  determine 
how  to  support  business  partners  better. 

Not  surprisingly,  user  satisfaction  sur¬ 
veys  can  put  IS  in  the  hot  seat,  says  Ernst 
&  Young’s  Gold.  “If  you  are  going  to 
start  asking  users  what  they  think,  you’ve 


"If  you  are  going  to 
start  asking  users 
what  they  think, 
you've  got  to  be 
prepared  to  respond. 
If  you  kick  up  a 
hornet's  nest,  you 
can't  say  you're  too 
busy  to  deal  with  it." 

-Charlie  Gold 

got  to  be  prepared  to  respond,”  he  says. 
“If  you  kick  up  a  hornet’s  nest,  you  can’t 
say  you’re  too  busy  to  deal  with  it.”  At 
the  very  least,  CIOs  need  to  give  timely 
feedback  to  disgruntled  users  and  show 
some  empathy,  he  says. 

But  user  satisfaction  surveys  are  sub¬ 
jective  and  can  be  misleading.  Business 
unit  managers  are  understandably  reluc¬ 
tant  to  be  too  critical  of  their  golfing  bud¬ 
dies  in  IS.  To  address  the  “if  you  scratch 
my  back,  I’ll  scratch  yours”  syndrome, 
J.P.  Morgan  &  Co.  Inc.  is  refining  its  user 
satisfaction  survey  methodology.  “Our 
current  process  provides  a  relatively 
weak  metric,”  admits  Tony  Hutchings, 
vice  president  of  software  quality  for  the 
New  York  financial  services  company. 
“It  can  be  like  a  beauty  parade.” 

After  projects  are  implemented,  J.P. 
Morgan  asks  business  unit  managers  to 
rate  the  system’s  quality  and  the  team’s 
performance.  Hutchings  says  soon  the 
surveys  will  focus  on  specific  issues  con¬ 
tained  in  original  project  documentation. 
He  hopes  such  refinements  will  encourage 
business  partners  to  sign  off  on  system 
specifications  early  and  assess  whether  the 
project  team  delivered  them  as  planned. 

Ideally,  business  metrics  and  user  sat¬ 
isfaction  surveys  should  prompt  IS  to 
improve  its  contribution  to  meeting  strate- 
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servers  offer  you  a  platfonn  that  scales  from  SMR  to  clusters,  to  MPR  allowing 
you  to  start  your  data  warehouse  small  and  grow  it  to  any  size. 

To  get  more  information  about  NCR’s  scalable  data  warehouse,  call 
1  800  CALL-NCR,  ext.  3000.  Or  experience  our  data  warehousing 
capabilities  firsthand  at:  http://wwwncr.com.  Or  visit  http://wwwemc.com 


EMC 

THE  STORAGE 
ARCHITECTS 


G0NCR 


Pentium 


All  WorldMark  servers  shown  feature  Intel  Pentium  processors.  The  Intel  Inside  and  Pentium  Processor  logos  are  registered  trademarks  of  Intel  Corp.  The  WaB  St.  Journal.  2/27/96.  Reprinted  from  The  Wat  St  Journ 
and  Symmetnx  are  registered  trademarks  and  EMC  is  a  trademark  of  EMC  Corporation.  Teradata  is  a  registered  trademark  and  WorldMark  is  a  trademark  of  NCR  Corp.  ©1996  NCR  Corporation.  Ail  rights  reservea 


CIO 


PERSPECTIVES 


Corporate  Hosts 

AgtlOM 

^/Intares 


ALLIANCE  GROUP 


ciscbSystems 

D6LL 


LOCKHEED  MART i 


PictureTel 

SEauEr 

Open  Systems  That  Work 

w  Tfyas 
Instruments 


Featured  Presenters 

Warren  Bennis 
Peter  Drucker 


March  23-26,  1997 
Sheraton  San  Diego  Hotel  &  Marina 

San  Diego,  California 


'99<f 


CORPOftATl 


1ALSTI 


Strategi 
insuring ' 
financial 
profitabilil 
for  tbefuti 


i 


FO 


[bility 


Leading  the  Charge  in 
T  urbulent  Environments 

IT  as  a  Change  Agent 


PERFORMANCE  METRICS 


gic  goals.  A  number  of  companies  have 
revamped  their  compensation  practices 
to  encourage  constant  metrics  improve¬ 
ments  in  so-called  “soft  skills”  areas. 


T  BANK  OF  MONTREAL 

customer  satisfaction  data 
and  communication  skills 
account  for  nearly 
half  of  individual 
performance  assess¬ 
ments  within  IS. 
“We’re  expected  to 
continually  improve  our  customer 
satisfaction  [metrics],”  Darlington 
says,  “and  customer  satisfaction  is 
linked  with  the  health  of  our  rela¬ 
tionships  with  our  internal  cus¬ 
tomers.”  Bank  of  Montreal  has  a 
third  party  conduct  these  surveys 
to  add  a  dose  of  objectivity  to  the 
process.  The  organization  takes 
these  surveys  seriously.  “It’s  possi¬ 
ble  for  a  unit  to  do  well  on  finan¬ 
cial  results  but  have  poor  customer 
satisfaction  and  poor  employee 
training  assessments,”  Darlington 
says.  That  means  a  reduced  bonus 
even  if  an  IS  group’s  business  unit 
posted  superior  financial  results. 

Customer  satisfaction  indices 
and  other  user-centric  metrics  can 
provide  valuable  insight  for  CIOs. 

But  even  with  best  intentions,  met¬ 
rics  programs  frequently  lose 
momentum,  wither  and  die. 
“Measurement  mortality  is  high — 
only  one  in  six  programs  last  more 
than  two  years,”  says  Howard 
Rubin,  president  of  Rubin  Systems 
Inc.,  a  consulting  company  based  in 
Pound  Ridge,  N.Y.  When  metrics 
programs  go  astray,  he  explains,  it’s 
usually  because  what  is  being  mea¬ 
sured  is  no  longer  a  key  indicator  of 
success.  “Measurement  programs 
should  be  designed  to  be  fluid,” 
Rubin  says.  When  business  objec¬ 
tives  and  strategies  change,  so 
should  the  metrics  that  reflect  them. 

Despite  the  difficulties  in  imple¬ 
menting  results-centered  metrics 
programs,  IS  managers  say  these 
new  measures  produce  positive 
results  for  IS  shops  and  organiza¬ 
tions  as  a  whole.  “I  think  it  is  an 
exciting  change,”  says  Colleen 
Bruckner,  director  of  application 
enabling  for  Allstate.  “[IS  person¬ 


nel]  can  now  see  for  themselves  what  the 
[IT]  impact  is  on  the  business  and  see 
themselves  much  more  involved  [in  the 
business].”  Bank  of  Montreal’s 
Darlington  says  new  metrics  have  sig¬ 
nificantly  changed  the  behavior  and  atti¬ 
tudes  of  IS  workers.  “We  have  much 
higher  levels  of  commitment  to  achiev¬ 


ing  business  goals  and  more  effective  col¬ 
laboration  and  sharing  of  resources,”  he 
says.  “But  most  importantly,  there’s  a 
sense  of  urgency  and  higher  degree  of 
focus.”  EE! 


Staff  Writer  Peter  Fabris  can  be  reached 
at  pfabris@cio.com. 


http://www.cio.com 


Surprisingly  20%-45%  of  employee  time  on  the  Net  is  spent  in 
sites  irrelevant  to  their  job,  sites  such  as  pornography,  games,  sports, 
and  even  job  search. 

WebSENSE  effectively  blocks  Web  sites  inappropriate  for 
business  use.  Working  as  a  proxy  server,  WebSENSE  refers  to  its 
comprehensive  database  of  more  than  42,000  URL,  newsgroup  &. 
chatroom  addresses  (the  largest  database  of  its  kind)  that  fall  into  one 
of  26  different  categories.  The  database  is  updated  and 
automatically  downloaded  to  your  system  each  day. 

WebSENSE  comes  complete  with  a  full  logging  and  reporting 
module.  You  can  configure  the  system  to  log,  block  or  monitor  in 
any  combination  that  suits  your  needs.  Put  an  end  to 
unprofessional  Internet  use  in  your  company  and  prevent 
unpleasant  surprises. 

TRY  !S€NS€  FREE  for  14  DAYS 
download  your  copy  today  at  WWW.netp3rt.COm 

sales@netpart.com  1.800.723.1 166  1.619.505.3020 

See  us  at  Fall  Internet  World  96 
NetRwtimews 

NetPartners  Internet  Solutions,  Inc,  9665  Chesapeake  Drive,  Suite  350,  San  Diego,  CA  92123 

6 1996  NetPartners  Internet  Solutions,  Inc.  NetPartners  logo.  ’Your  Internet  Business  Partner*,  and  "WebSENSE  Internet  Screening  Systems*  are  repstered  trademarks  of  NetPartners  Internet  Screens  re 


WHAT'S  MORE 
WATCHING  YOUR 

APPS  RUN  ON 
OR  WATCHING  YOUR 
FIGURE  OUT  HOW 
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GRATIFYING: 
BUSINESS-CRITICAL 
THE  INTERNET, 

COMPETITORS  TRY  TO 
YOU'RE  DOING  IT? 

Introducing  WebSpeed.  The  first  comprehensive  environment  for 
developing  and  deploying  Internet  Transaction  Processing  applications. 

In  the  competitive  arena  of  Internet 
one-upmanship,  more  IS  managers 
than  ever  are  walking  around  like  the 
cat  who  ate  the  canary.  Why? 

WebSpeed,  from  Progress  Software. 

The  first  development  environment 
specifically  designed  to  harness  the 
universal  reach  of  the 
Internet  and  the  power 
of  database  transaction  NOW That’S  Progress  guide.  You  sly  devil,  you. 

©  1996  Progress  Software  Corporation.  14  Oak  Park.  Bedford.  Massachusetts.  01730.  U.S.A.  All  rights  reserved.  WebSpeed  is  a  trademark  of  Progress  Software  Corporation. 


processing.  Enabling  you  to  create 
"self-service"  applications  that  put 
order-entry,  claims  processing,  inventory 
status  and  other  powerful  capabilities 
in  the  hands  of  the  most  important 
decision-maker:  your  customer.  Find 
out  more  by  calling  1  888  274-7222 


or  visiting  our  website 
for  a  free  evaluation 


Everyone  can  use  a  helping  hand  now  and  then. 
Seconds-in-command,whetherthey  handle 
day-to-day  operations  or  pitch  in  on 
politics,  can  be  reliable  partners — 
and  sometimes  even  friends. 


PHOTO  BY  ATSUSHI  TSUNODA  /  PHOTONICA 


LEGEND,  LORE 

and  even  the  funny  pages  have  extolled 
the  value  of  sidekicks  to  any  hero.  Scene: 
Batman,  the  Caped  Crusader,  is  tied  to  a 
post  in  a  cluttered  and  cobwebbed  factory, 
and  the  Joker,  his  arch  nemesis,  is  about  to 
douse  him  with  a  vat  of  bubbling  chemi¬ 
cals.  At  the  last  instant,  just  as  the  Joker  is 
about  to  pull  the  lever,  Robin,  the  Boy 
Wonder,  crashes  through  a  skylight.  He 
socks  the  Joker  in  the  jaw  and  saves  our 
hampered  hero.  Holy  close  call,  Batman! 

In  the  world  of  I.S.,  close  calls 

might  not  be  as  exciting  or  death-defying,  but  resource¬ 
ful  sidekicks  can  still  help  save  CIOs.  In  some  compa¬ 
nies,  the  sidekick  is  a  CTO  who  keeps  tabs  on  emerging 
technologies.  In  others,  the  Number  Two  is  someone 
picked  from  the  ranks  to  spot  the  CIO  on  tough  strate¬ 
gic  maneuvers,  pitch  in  with  the  daily  grind,  lead  proj¬ 
ects  that  require  extra  attention  or  cover  the  CIO  when 
he  or  she  ventures  into  dangerous  political  territory. 

“Most  CIOs  need  a  technology  architect  and  service 
delivery  czar,”  says  Jim  Kinney,  CIO  of  Kraft  Foods  Inc. 
in  Northfield,  Ill.,  and  president  of  the  Society  for 
Information  Management.  “In  the  bigger  organizations, 
you  cannot  do  [everything]  yourself.” 

Ideally  a  second-in-command  is  more  than  a  person 
who  shares  the  workload  or  deflects  political  bullets;  he 
or  she  becomes  an  integral  partner  in  devising  IS  strat¬ 
egy.  These  partners  might  work  within  IS  or  even  come 
from  business  units  paired  with  IS  for  special  projects. 
But  how  CIOs  select  and  work  with  their  seconds-in- 
command  depends  on  personal  management  style,  busi¬ 
ness  needs  and,  ultimately,  chemistry.  As  these  three  pro¬ 
files  show,  there  are  no  hard-and-fast  rules  for  everyday 
heroes  and  their  allies. 


Reader  ROI 


IT  CAN  BE  LONELY  AT  THE  TOP  of  the  IS  heap.  Some  CIOs 
have  made  the  job  easier  by  appointing  trusted  lieu¬ 
tenants  to  share  the  tactical  load.  This  story  examines: 

►  Different  approaches  to  defining  a  partner's  role 

►  How  CIOs  can  shape  their  own  role  in  a  company 
by  managing  this  partnership 

►  How  hierarchies  affect  the  selection  of  a  second-in- 
command  and  the  resulting  working  relationship 
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Chances  are  your  company  is  needlessly  paying  a 
price  for  the  way  it  stores  and  manages  data.  So 
why  not  call  Teris?  As  a  division  of  StorageTekf 
Teris™  has  assembled  some  of  the  industry’s  best 
minds  in  the  fields  of  storage,  security  and  network 
management.  They  can  help  you  reconfigure 
data  centers,  create  an  intranet  or  develop  a  data 
storage  master  plan  for  documents,  images, 
video  or  sound.  They’ll  also  find  ways  to  optimize 
your  existing  technology,  set  goals  and  deliver 
measurable  results.  The  first  step  is  painless.  Just 
visit  our  Web  site.  Or  call  1  800  922-3260,  ext. 
1204.  We’ll  send  you  more  information.  Free. 


www.storagetek.aom/teris 


Perhaps  you  should  call 
the  Teris  Consulting  Group 


orage  Technology  Corporation..  All  l  ights  reserved  StorageTek  is  a:  registered  trademark  and  Teris  is  a  trademark  of  Storage  Technology  Corporation 
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Presenting  a  united  front 


IN  THE  TIME  THAT  TOM  WOTEKI  HAS  WORKED 
with  his  second-in-command,  Hall  Gregg,  she  has 
been  his  mole,  flak  jacket,  mouthpiece  and  trusted 
management  partner.  Before  becoming  CIO  of  the 
American  Red  Cross  in  Washington,  Woteki  had 
worked  with  Gregg  at  Merck  &  Co.  Inc.,  in  White- 
house  Station,  N.J.,  and  during  their  three  years  together 
there,  the  two  developed  a  tight-knit  working  relationship. 
Gregg  had  been  instrumental  in  helping  Woteki  adjust  as 
director  of  IS  at  Merck,  which  had  just  been  though  a  tumul¬ 
tuous  process-reengineering  effort  in  its  research  laboratory. 
So  three  months  after  Woteki  came  to  the  Red  Cross,  he  cre¬ 
ated  a  new  position  there — deputy  CIO — and  convinced 
Gregg  to  take  it.  Specifically,  he  wanted  her  help  for  a  massive 
standardization  project  to  consolidate  the  nine  home-grown 
systems  that  monitor  the  Red  Cross’s  blood  donors  and  high- 
risk  patients,  blood  products  such  as  platelets  and  white 
blood  cells,  and  the  processing  and  distribution  systems. 

Woteki  says  he  needed  Gregg  initially  to  deal  with  staffers 
and  superiors  while  he  lobbied  for  the  changes  that  would  make 
the  standardization  successful.  Because  of  the  vast  scope  of  the 
project,  he  needed  a  manager  to  help  with  day-to-day  IS  doings 
as  well  as  act  as  a  sounding  board  when  he  wasn’t  able — or  wel¬ 
come — to  be  in  the  loop.  “What  I  needed  was  somebody  to 
watch  my  back,”  Woteki  says.  “Hall  was  more  internally 


focused  on  the  organization  to 
learn  what  was  going  on.  Then 

rwe  could  collaborate  on  what 
people  were  saying  and  how  peo¬ 
ple  were  saying  it,  reading  the  tea 
leaves  of  our  organization.” 

Upper-level  management  at  the 
Red  Cross  isn’t  quick  to  offer  sug¬ 
gestions  for  changes  in  his  man¬ 
agement  tactics,  Woteki  says,  so 
Gregg’s  critique  of  his  style  has 
helped  him  refine  it  and  gives  him 
valuable  insight  that  his  supervisors 
wouldn’t  (or  couldn’t)  provide. 
“You  don’t  get  feedback  from  your 
boss,”  he  says.  “Hall  helps  me  define 
my  role  by  reflecting  my  behavior 
back  to  me.” 

Gregg,  whose  hybrid  role  com¬ 
bines  the  responsibilities  of  a  chief  of 
staff  and  project  leader,  says  she  is 
often  the  first  line  of  defense  when 
problems  arise.  Her  peers — IS  staff  and 
other  departmental  directors — often 
seek  her  advice  or  opinion  before  going 
to  Woteki.  “They’ll  come  and  tell  me 
when  they’re  upset  or  worried  about 
something  and  they’re  hesitant  to  talk 
to  Tom,”  Gregg  says.  “Overcoming  peo¬ 
ple’s  angst  and  anxiety  is  hard  in  any  IS 
shop.” 

But  Woteki  says  Gregg  is  more  than  a 
mirror  or  sounding  board;  she  also  man¬ 
ages  high-profile  strategic  projects  that 
have  to  be  done  right.  Shortly  after  Gregg’s  arrival  at  the  Red 
Cross,  Woteki  put  her  in  charge  of  the  organization’s  enter¬ 
prisewide  standardization  effort,  the  Manufacturing  and 
Computer  Standardization  project  (MACS).  While  the  organi¬ 
zation  once  had  between  20,000  and  30,000  standard  operat¬ 
ing  procedures,  Gregg  says  MACS  will  replace  them  with  44 
standard  procedures  for  tracking  the  Red  Cross’s  blood  donors 
and  products.  That  way,  the  almost  6  million  pints  of  blood  the 
organization  processes  annually  will  be  guaranteed  to  be  han¬ 
dled  the  same  way  in  each  of  its  39  regional  processing  centers. 

Because  of  her  performance  on  this  project,  Woteki  ap¬ 
pointed  Gregg  the  head  of  the  implementation  and  support 
division.  In  that  role,  Gregg  will  have  a  chance  to  further  de¬ 
velop  her  management  skills  as  she  oversees  the  Red  Cross’s 
regional  IS  staffs,  which  used  to  report  to  the  regional  CEOs. 

Opportunities  like  that  make  being  Woteki’s  deputy  worth¬ 
while,  Gregg  says.  As  a  line  manager,  Gregg  has  learned  to  be 
an  effective  leader  whether  she  is  dealing  with  her  staff  or  act¬ 
ing  as  Woteki’s  proxy  with  other  Red  Cross  executives. 
Sometimes,  Gregg  says,  she  and  Woteki  double-team  business 
peers  so  people  get  whatever  gospel  IS  is  preaching  from  more 
than  one  person.  “[Selling  IT  ideas  to  others)  requires  expand¬ 
ing  your  scope  and  being  able  to  talk  their  talk  as  well  as  your 
own,”  Gregg  says.  “Someday  I  hope  to  be  a  CIO.  I  think  the 
experiences  I’m  getting  are  positioning  me  well  for  that.” 
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We’ve  got  your  city  surrounded 

and  we  mean  business. 


Sprint’s  bold 
deployment  of 
self-healing 
SONET  rings  is 
anything  but  a 
cause  for  alarm- 

except  for  the 
competition.  Because 

only  Sprint  offers  four-fiber, 

bi-directional,  line-switched  ring  topology 
throughout  its  entire  domestic  network.  Which 
means  your  mission-critical  data  is  protected  to 
the  fullest,  automatically  rerouted  in  as 
little  as  50  milliseconds -less  than  the 
blink  of  an  eye-even  in  the  event  of 
multiple  fiber  cuts  or  equipment  failures. 
And  with  speeds  at  OC-48,  we  provide 
virtually  unlimited  capacity  with 
no  bottlenecks  or  blockages. 


And  now,  Sprint’s 
application  of 
broadband 
metropolitan 
access  networks 
extends  this 
survivability  into 
local  loops,  directly 
to  your  offices.  This  means 
greater  reliability  and  flexibility,  all  through 
a  single  point  of  contact.  Sprint  was  not  only 
first  to  deploy  SONET- based  rings  domestically, 
but  first  to  build  international  SONET  rings. 

And  since  we  employed  fiber-optic 
technology  from  the  start,  we  can 
continually  expand  bandwidth  over  our 
existing  network.  What’s  it  all  mean? 

You  can  count  on  us,  because 
we  mean  business. 


Only  Sprint 

has  deployed  international  SONET  ring  technology  for  the 
highest  standard  in  reliable  data  transmission. 
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TELECOMMUNICATIONS 
PROVIDER  TO  THE  NFL 


Call  Sprint  Business 

1  800  588  DATA 

www.  sprint,  com/data  1 


We  help  business  do  more  business 


©1996  Sprint  Communications  Company  L.P.  NFL  and  the  NFL  shield  are  registered  trademarks  of  the  National  Football  League 
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Frank  &  Giordano 

Building  a  new  partnership 
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Allan  Frank,  CTO  (left) 

Salvatore  Giordano,  U 


IKE  PARTNERS  IN  AN  ARRANGED  MARRIAGE 
or  an  uneasy  military  alliance,  Allan  R.  Frank 
and  Salvatore  Giordano  have  had  to  spend 
some  time  getting  acquainted  and  learning  how 
to  work  together.  Frank,  KPMG  Peat  Marwick’s 
CTO,  hired  Giordano  last  spring  as  the  New 
York-based  consultancy’s  CIO  smack  dab  in  the  middle  of  an 
IT  reorganization  project,  which  left  them  little  time  to  form  a 
work  relationship  before  heading  into  the  fray.  Their  story  is 
largely  one  of  role  definition  and  development. 

Frank  says  the  CIO  before  Giordano  left  the  company  par¬ 
tially  because  of  changes  in  Peat’s  IS  environment  and  an 
increased  need  to  steer  internal  IT  efforts  in  the  direction  of 
the  company’s  clients’  needs.  When  Frank  took  on  the  CTO 
role,  which  includes  sitting  on  Peat’s  executive  board,  the  com¬ 
pany  cast  him  as  an  internal  strategist  and  a  partner  with  out¬ 
side  companies,  not  solely  as  a  technologist. 


“I  sit  [on  the  boundary  between]  the  inside 
and  the  outside,”  Frank  says.  “Because  tech¬ 
nology  is  our  product,  I  play  a  key  role  in 
identifying  from  a  marketplace  perspective 
the  role  of  technology.” 

Frank  says  he  developed  Giordano’s 
role  as  Peat’s  CIO  with  business  needs  in 
mind.  While  searching  for  a  second-in- 
command  and  interviewing  people  to  fill 
the  CIO  position,  Frank  looked  at  candi¬ 
dates  from  the  Big  Six  as  well  as  from  tra¬ 
ditional  technology  companies.  He  wanted 
to  hire  someone  with  a  sense  for  IT  as  well 
as  an  understanding  of  the  business; 
because  Giordano  had  worked  with 
Citicorp  and  Coopers  &  Lybrand  LLP, 
he  fit  the  bill.  “What  I  didn’t  want  was 

He's  taking  some  of  the 
high-level  strategy  I've 
laid  out  and  is  using  it  to 
drive  the  business.  But 
he  will  disagree  and  push 
back.  He's  not  a  yes-man." 

- Allan  Frank 

the  typical  CIO,  someone  who  went 
up  through  the  ranks  of  the  IT  orga¬ 
nization,”  Frank  says.  “[Salvatore 
is]  executing  exactly  the  role  we  had 
in  mind.” 

As  the  strategist,  Frank  plans 
Peat’s  architecture  and  infrastruc¬ 
ture,  which  Giordano  then  implements  internally  to 
create  an  incubator  for  strategies  and  technologies  the  com¬ 
pany  might  use  eventually  with  other  organizations.  Frank 
says  the  goals  are  to  have  a  laboratory  for  best  practices,  with 
IS  implementing  projects — such  as  a  nationwide  help  desk  for 
users  and  a  Web-based  knowledge  center  to  bolster  develop¬ 
ment  efforts  in  Peat’s  technology  labs — and  to  serve  the  com¬ 
pany’s  500  employees. 

Giordano  says  reporting  to  Frank  allows  him  to  initiate 
projects  and  run  with  them  without  worrying  about  selling 
ideas  to  higher-ups.  The  ideas  have  already  been  sold — by 
Frank — and  Giordano  can  concentrate  on  making  them  a  real¬ 
ity  without  having  to  be  on  the  defensive.  “My  role  is  to  be 
sure  projects  get  done,”  Giordano  says. 

Frank  says  Giordano  focuses  on  the  tactics  necessary  to 
implement  his  IT  planning,  offering  feedback  and  occasional 
reality  check  when  appropriate.  “He’s  taking  some  of  the  high- 
level  strategy  I’ve  laid  out  and  is  using  it  to  drive  the  business,” 
Frank  says.  “But  he  will  disagree  and  push  back.  He’s  not  a 
yes-man.” 
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COMPUTING  WITHOUT  LIMIT  S' 


Made  Possible  By  Windows  NT 
Workstation  And  Kingston  Memory. 


Unleashes 
the  power  of 
Windows  NT‘4.0 


If  you  want  to  take  your  network  and  business  to  a  higher  level, 
you  need  Microsoft®  Windows  NT®  Workstation.  Of  course, 
an  operating  system  that  powerful 
should  he  fueled  only  by  the 
finest  memory:  Kingston®  You’ll 
see  productivity  go  through  the 
roof.  People  will  be  downloading 
vital  information  from  the  Internet.  Running  multiple 
32-bit  applications  at  light  speed.  And  sending  messages 


and  images  back  and  forth  across  the  planet.  So,  why  Kingston  memory? 
Kingston  engineers  use  exactly  the  same  specifications  as  system  manu- 
acturers,  like  DEC,™  Compaq,®  HP,®and  IBM.®  And 
they  test  every  cell  on  every  chip  on  every 
module.  (On  a  16  megabyte  module,  that’s 
128  million  cells.)  Besides,  Kingston  memory 
:osts  far  less  than  the  system  manufacturers.’  To  find 
out  more,  call  (800)  588-5439  today.  w/'-j t 
And  watch  your  network  really  take  off.  J\.technolcjIy  corporation 


For  more  information  call  us  at  (800)  5  8  8  ~  5  4  3  9 


Visit  our  Web  site:  http  :// www  .kingston  .  com/ cio  .htm 


Kingston  Technology  Corporation,  17600  Newhope  Street,  Fountain  Valley,  CA  92708  USA,  (714)  435-2600,  Fax  (714)  435-2699.  ©  1996  Kingston  Technology  Corporation.  All 
rights  reserved.  Kingston  memory  is  compatible  with  Windows  NT  Workstation.  Kingston  is  a  registered  trademark  and  Computing  Without  Limits  is  a  trademark  of  Kingston 
Technology  Corporation.  Microsoft  and  Windows  NT  are  registered  trademarks  of  Microsoft  Corporation.  All  other  trademarks  are  the  property  of  their  respective  owners. 
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Companies  who  have 
selected  Open  Market  to 
help  them  lead  the  way  in 
Internet  Commerce: 


Bank  One 


♦ 


First  Union 
National  Bank 


♦ 


Time  Warner's 
Pathfinder 


♦ 


Tribune  Company 


Copyright  0/996  Open  Market,  Inc.  All  rights  reserved. 


Why  is  Open  Market  the  only  company  that  has  paved  the  way  to  Internet  commerce?  Our  goal  from  day  one 


WAS  TO  DEVELOP  COMMERCE  SOFTWARE  FOR  THE  INTERNET.  AND  UNLIKE  OTHER  COMPANIES,  OUR  SOFTWARE  IS  AVAILABLE  TODAY. 

In  fact,  some  of  the  world’s  most  successful  companies  are  already  using  our  secure,  scalable  Internet  commerce 

SOLUTIONS  TO  DO  BUSINESS 
WITH  OTHER  COMPANIES  AND 

consumers.  With  these 

SOLUTIONS,  LARGER  COMPANIES 
CAN  MANAGE  NOT  ONLY  PAYMENT 
PROCESSING  BUT  EVERY  ASPECT  OF 

Internet  business  transactions. 
And  smaller  companies  can 

REAP  THE  BENEFITS  OF  INTERNET 
COMMERCE  WHILE  OUTSOURCING 


THE  COMPLEXITY,  ALLOWING 
THEM  TO  FOCUS  ON  WHAT  THEY 

do  best.  In  short,  Open 
Market  fits  your  needs  no 

MATTER  WHAT  SIZE  YOU  ARE. 

TO  FIND  A  SMOOTH  ROAD  TO 

your  own  Internet  commerce 

SOLUTION,  VISIT  OUR  WEBSITE  AT 

www.openmarket.com/road  or 

CALL  I  -  888 -  OPEN  -  MKT. 

Open  Market 
Z/f-j  First  Street 
Cambridge,  MA  01142 


OPEN 


Internet  Commerce. 


STAFF  MANAGEMENT 


Someone  to  count 


When  Jose  Antonio  Valencia, 

assistant  vice  president  of  business 
services  for  St.  Vincent’s  Hospital, 
started  working  at  the  338-bed  Birm¬ 
ingham,  Ala.,  hospital  in  1987,  he  of¬ 
ten  felt  like  he  was  putting  together  a 
puzzle  that  was  missing  key  pieces.  Valencia  wanted  to  invest 
$10,000  to  replace  some  of  the  hospital’s  obsolete  hardware, 
but  the  officer  at  the  head  of  St.  Vincent’s  operations  division 
would  have  nothing  to  do  with  it. 

Sister  Mary  Francis  Loftin,  then  president  of  the  hospital, 
saw  the  need  for  change.  She  restructured  Valencia’s  report¬ 
ing  relationship  so  he  fell  under  the  purview  of  Curtis  James, 
executive  vice  president  of  finance,  contracts  and  information. 
James  heard  Valencia’s  case,  took  one  look  at  the  hole-riddled 
system  and  OK’d  the  investment. 

“There  were  some  things  Jose  had  tried  to  get  done  in  terms 
of  technology,  and  they  were  always  denied,”  James  says.  “The 
easiest  thing  for  me  to  see  was  that  what  he  was  looking  for 
was  legitimate.” 

Since  Valencia  began  working  under  James’s  lead,  he  has 
helped  shorten  the  hospital’s  accounts  receivable  timeline  from 
78  to  26  days,  thus  increasing  cash  flow.  In  1991,  James  put 
Valencia  in  charge  of  a  document  imaging  system  that  man- 


"  If  I  can  put  my  trust  in  some¬ 
body  and  not  have  to  guard 
my  back,  I  can  work  quickly/' 

-Jose  Valencia 

ects  that  the  two  have  worked  on  together. 
After  they  bounced  around  some  ideas 
about  imaging  in  late  1990,  IS  moved  into 
development  right  away.  “That’s  pretty 
much  how  we  work,”  Valencia  says.  “We 
just  make  sure  we  have  enough  funding, 
enough  support  and  a  good  plan.” 

As  the  leader  of  the  imaging  project,  Valencia  says  he  is 
allowed  to  mix  strategy  and  tactics,  working  with  James  to 
craft  the  project’s  vision  and  then  bringing  it  to  fruition  on  his 
own.  The  opportunity  to  do  both  keeps  Valencia  at  St. 
Vincent’s,  he  says:  “I  don’t  want  a  job  where  I  can  maybe  get 
a  little  more  money  but  can’t  do  all  the  things  I  can  do  here.” 

By  freeing  project  leaders  to  focus  on  a  single  aspect  of  IT 
development  at  the  hospital,  James  can  meet  the  organization’s 
business  needs  while  creating  an  atmosphere  in  which  IS  staff 
can  thrive.  “Your  talent  is  going  to  come  forward  in  an  envi¬ 
ronment  like  that,”  James  says.  “It’s  a  way  to  dedicate 
resources  and  to  allow  people  to  think  out  of  the  box.  I’ve 
worked  with  Jose  the  longest  and  rely  on  him  to  do  some  of 
these  things  that  are  new  and  innovative.” 

In  fact,  James  doesn’t  touch  much  of  the  research,  develop¬ 
ment  and  deployment  done  by  St.  Vincent’s  40  IS  staff  mem¬ 
bers.  Instead,  he  develops  close  working  relationships  with  his 
project  leaders  and  lets  them  do  what  they  need  to  do.  “My 
approach  is  to  always  provide  the  resources  and  the  support 
and  give  overall  vision  [while  allowing]  people  to  do  the  job 
they’re  accountable  and  responsible  for,”  James  says.  “If  I  want 
something  accomplished,  I  know  I  can  count  on  Jose.”  QS1 

Staff  Writer  Heath  Row  can  be  reached  at  hrow@cio.com. 


ages  all  of  the  hospital’s  paperwork 
from  pre-registration  and  insurance 
verification  to  billing.  The  system 
Valencia  devised  reduces  the  average 
registration  time  from  15  minutes  to 
10  and  speeds  insurance  claims  reso¬ 
lution.  Before  the  system  was  rolled 
out,  claims  were  processed  in  24  hours, 
Valencia  says.  Now  they’re  resolved 
immediately. 

Knowing  James  is  there  to  provide 
support — financially  and  organization¬ 
ally — makes  things  easier,  Valencia  says. 
“If  I  can  put  my  trust  in  somebody  and 
not  have  to  guard  my  back,  I  can  work 
quickly,”  he  says.  “My  working  relation¬ 
ship  with  Curtis  has  helped  St.  Vincent’s.” 

James  and  Valencia’s  good  relation¬ 
ship  has  greased  the  wheels  of  the  proj- 
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7  BILLION  PEOPLE. 

11.7  MILLION  ARTISTS. 

203,376  LEFT-HANDED. 

119  WHO  PAINT  ON  THEIR  BACKS. 
12  DURING  THE  RENAISSANCE. 
1  NEAR  THE  SISTINE  CHAPEL 


GET  ME  MICHELANGELO. 


With  InPower,  select  human  resources  by  skills,  interests, 
competencies,  or  anything  else  you  deem  important. 


Have  you  ever  wondered  how  The  Ultimate  Human 
Resource  Manager  keeps  track?  A  combination  of 
omnipotence  and  KSAOCs)  Now  you  can  use  the 
second  to  simulate  the  first. 

KSAOCs  (knowledge,  skills,  abilities,  and  other  characteris¬ 
tics),  built  into  InPower,  match  the  right  person  with  the  right 
job  every  time. 

KSAOCs  are  an  encyclopedia  of  every  employee’s  skills, 
training,  ability  and  more  -  automatically  available  to  autho¬ 
rized  personnel.  When  a  specific  talent  is  required,  the  InPower 
encyclopedia  instantly  gives  you  almost  Divine  insight. 


But  that’s  not  all.  InPower’s  graphical,  event-driven  interface 
makes  it  easy  for  HR  people  to  turn  HR  paperwork  over  to  the 
resources  themselves,  freeing  HR  to  mine  the  staff  for  hidden 
riches,  to  deploy  employees,  plan  training,  and  even  build  suc¬ 
cession  models.  It’s  all  standardized.  All  logical.  You  see,  InPower 
didn’t  just  re-compile  HR,  it  recreated  it  as  a  strategic  tool. 

Now  that  borders  on  omnipotent. 

If  you  have  at  least  5,000  employees,  InPower  can  help  you 
find  the  perfect  one  for  your  most  vexing  job  -  right  now. 

Don’t  believe  it?  Call  1-800-930-0165,  for  proof. 


InPower 

Managing  the  realm  of  human  possibility 

Phone:1-800-930-0165  Fax:1-800-695-8262  Url:  www.inpower.com  Email:  info@inpower.com 

KSAOCs  is  a  trademark  of  InPower,  Inc.  and  InPower  is  a  registered  trademark  of  InPower,  Inc. 


Challenged  by  the  CHAOS 
surrounding  strategic  HRMS? 

Get  Smart.  Get  the  Lexicon  of  Strategic  HRMS. 
Call  1-800-930-0165  for  your  free  copy! 


neMks 


Imagine  where  your  business 
would  be  without  the  PC.  It  has 
become  one  of  your  most  valuable 
business  tools.  But  it’s  also  becoming 
one  of  your  most  costly  to  manage. 
Ever  since  PCs  have  been  networked, 
the  cost  of  managing  them  has  grown 
like  a  weed. 


The  trick  is  to  control  these  costs 
now.  Which  is  exactly  what  Intel 
LANDesk®  Management  products 
can  help  you  do. 

Intel’s  award-winning,  integrated 
suite  of  products  gives  you  all  the 
tools  you  need— software  distribution, 
virus  protection,  monitoring,  alerting, 


PROUD  PARTNER 


_  1846-1996 

Smithsonian 


reporting,  metering  and  remote  access 
—together  with  a  single  interface.  Plus, 
our  two  new  products  let  you  deploy 
standardized  PC  configurations  and 
optimize  your  help  desk  so  your  staff 
can  solve  problems  quicker  and  save 
valuable  senior  IS  resources. 

The  integration  of  the  LANDesk 

©19%  Intel  Corporation. 


Management  products  translates  to 
simpler  management  and  fewer  hours 
invested  in  problem  solving.  You’ll 
not  only  increase  your  network 
uptime,  you’ll  lower  your  total  cost 
of  desktop  management. 

Visit  our  site  at  www.intel.com/ 
comm-net/sns/turn/cio4.htm  or 


give  us  a  call  at  1-800-538-3373,  ext.  816 
to  learn  more  about  how  Intel  can 
lower  your  business  computing  costs. 
Before  they  grow  way  beyond  control. 

intel. 


IN  THIS  SECTION 


THE  STATE  OF  THE  ART, 
NEW  PRODUCTS 
AND  STAY  I  N  G  AHEAD 
OF  THE  CURVE 

Edited  by  Elaine  Cummings 


It's  in  the  Cards 

With  PC  cards,  mobile  systems 
have  everything  to  gain  in  easy, 
practical  ways 


Think  of  it  as  spinach 
for  computers — a  sili¬ 
con  card  placed 
into  the  appro¬ 
priate  port  of 
any  laptop  creates  a 
Popeye-like  transfor¬ 
mation.  Whether  an 
organization’s  goal  is 
to  upgrade  its  mobile 
communications  or 
add  state-of-the-art 
features,  PC  cards 
offer  an  inexpensive, 
practical  and  flexible 
means  to  get  to  those 
ends. 

“It’s  becoming  an 
increasingly  mobile 
world,  and  PC  cards  are 
helping  to  provide  the  connec¬ 
tivity,”  says  Bob  Egan,  a  research 
director  at  Gartner  Group  Inc.  in 
Stamford,  Conn.  PC  cards  (formerly  known 
as  PCMCIA  cards)  are  credit-card-size  plug-in 
devices  that  provide  a  wide  range  of  expansion  capa¬ 
bilities  and  are  designed  to  work 
with  most  notebook  PCs,  handheld 
computers  and  similar  products. 

The  cards  are  designed  for  three 
standard  performance  levels.  Type  I 
devices,  the  thinnest  kind,  offer  add¬ 
on  DRAM,  SRAM  or  flash  memory 
support.  Thicker  Type  II  cards  pro¬ 
vide  telecommunications,  connec¬ 
tivity  or  multimedia  capabilities.  The 
thickest  cards,  Type  III  units,  offer 


Auto  ID 

Speaking  in  Tongues 

PC  to  Go 

Who's  Minding 
the  Store? 


mass  storage  support,  usually  in  the  form  of  a  compact 
hard  drive.  PC  card  technology  allows  IS  managers  to 
install  new,  often  unique  capabilities  such  as  geograph¬ 
ical  positioning  in  some  or  all  of  an  organization’s  mobile 
systems,  as  well  as  add  state-of-the-art  functions  like  net¬ 
work  adapters  to  older  systems. 

While  PC  cards  are  available  to  meet  a  wide  range  of 
needs,  Egan  says  most  buyers  are  seeking  new  or 
enhanced  communications  capabilities.  Data/fax 
modem  cards  are  the  top-selling  products,  with 
28.8Kbps  data/fax  models  riding  the  crest  of 
popularity,  and  dozens  of  vendors, 
including  many  desktop  PC  modem 
makers,  are  offering  models. 
ISDN  cards,  wireless 
modem  cards  and  cellu¬ 
lar  modem  cards  are 
also  attracting  buyers. 
“ISDN  PC  cards, 
which  allow  mobile 
system  users  to  transfer 
data  at  128Kbps,  are  a 
relatively  new  innova¬ 
tion,  but  they  have  the 
potential  to  transform 
on-the-road  communi¬ 
cations,”  says  Pierre 
Trudeau,  research  direc¬ 
tor  of  Eicon  Technology, 
a  Dallas-based  ISDN  PC 
card  maker.  “Notebooks 
generally  don’t  come 
with  built-in  ISDN  support, 
and  with  an  ISDN  PC  card,  it’s  a 
real  convenience  for  users  not  to 
have  to  carry  along  an  external  ‘box,’” 
ne  says.  Other  ISDN  PC  card  vendors  include 
Racal  Datacom,  Fujitsu  Microelectronics  and 
Hayes  Microcomputer  Products. 

The  big  disadvantage  is  that  the  cards,  like  desktop 
ISDN  modems,  can  be  used  only  at  sites  providing  ISDN 
service — still  a  relatively  uncommon  resource.  But  for 
mobile  users  who  have  access  to  ISDN  lines  at  places  like 
branch  offices  or  conference  centers,  the  high-speed  tech¬ 
nology  can  be  a  powerful  productivity  tool.  “As  work¬ 
ers  become  used  to  ISDN  in  the  office,  they’ll  also  want 
to  use  it  while  on  the  road,”  says  Trudeau.  “We’ll  see 
ISDN  PC  card  technology  become  more  widely  used  as 
ISDN  becomes  available  in  more  places.” 

Organizations  looking  to  provide  workers  with  con- 
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Now  IBM  gives  you  faster  computers 


Faster  monitors.  Faster  memory.  Faster  storage.  It’s  called 


IBM  QuickShip.  ►Just  place  your  order  by  1:00  p.m.  eastern  time 


and  hundreds  of  products  available  through  IBM  QuickShip,  from  processors 


to  peripherals,  terminals  to  token  rings,  monitors  to  memory,  can  be  delivered 


overnight  for  free.  Through  the  end  of  1996.  ^To  place  your  order,  simply  call 


IBM  Direct  at  1  800  IBM-CALL  (1  800  426-2255)  and  mention  priority  code  YA018 


If  you’d  like  to  get  a  complete  QuickShip  product  list  by  fax,  call  1  800  IBM-4FAX 


(1  800  426-4329)  and  enter  document  code  5514216.  And  visit  our  Web  site 


at  http://ibm-direct.e-com.ibm.com/us/quickship.  ►  With  IBM  QuickShip, 


the  computer  products  you  need  today  can  be  there  tomorrow. 


1  800  IBM-CALL 


delivery 


overm 


rom 


Solutions  for  a  small  planet 


Emerging 

Technology 

tinuous  communications,  regardless  of 
the  employees’  location,  can  offer  them 
mobile  systems  equipped  with  a  wireless 
PC  card  modem.  These  devices,  which 
work  with  the  wireless  data  radio  net¬ 
works  that  blanket  North  America,  keep 
traveling  employees  in  touch  with 
coworkers,  clients,  customers  and 
prospects.  Many  models  even  hold  mes¬ 
sages  in  memory  for  retrieval  at  the 
user’s  convenience.  Wireless  PC  card 
modems  include  IBM  Corp.’s  Wireless 
Modem,  U.S.  Robotics  Inc.’s  Megahertz 
AllPoints  Wireless  PC  card  and  Motorola 
Inc.’s  Personal  Messenger  100D. 

Both  of  the  major  wireless  services, 
Ardis  and  RAM  Mobile  Network,  have 
aligned  themselves  with  one  or  more 
Wireless  PC  Card  modem  makers.  The 
IBM  and  Motorola  cards  work  with  the 
Ardis  network,  while  the  U.S.  Robotics 
model  supports  the  RAM  Mobile 
Network.  “Wireless  PC  card  modems 
have  had  a  very  big  impact  on  the  wire¬ 
less  industry,  basically  reinvigorating  it,” 
says  Robert  Bauer,  vice  president  of  mar¬ 
keting  for  U.S.  Robotics  in  Salt  Lake 
City.  “The  technology  allows  mobile 
users  to  get  mail  and  information  any¬ 
time,  anywhere.”  Cellular  PC  card 
modems  are  also  gaining  popularity  as 
more  mobile  users  require  easy  dial-up 
access  to  networks,  online  services,  the 
Internet  and  other  information 
resources.  Vendors  offering  cellular  PC 
card  modems  include  Black  Box  Inc., 
Creative  Labs  Inc.,  Hayes  Micro¬ 
computer  Products  Corp.,  Motorola  and 
Zoom  Telephonies. 

“The  Internet  and  an  overall  increased 
reliance  on  networking  technology  will 
force  many  IS  departments  to  acquire 
cellular  cards  in  the  near  future,”  says 
Gartner  Group’s  Egan. 

The  market  is  booming  in  part  because 
PC  card  technology  has  resolved  some  of 
its  compatibility  issues.  According  to 
Egan,  the  PC  card  industry  has  recovered 
from  most  of  the  growing  pains  that  have 
plagued  it  since  its  inception.  “Things 
have  been  greatly  simplified  for  buyers  in 
the  past  several  months,”  he  says.  “The 
market  has  become  more  stable  because 
the  technology  has  become  more  stable 
and  more  established  companies  have 
built  a  presence  in  the  field.” 


Passing  the  Bar  Codes 

Automatic  ID  technologies 
are  making  operations  more  efficient 


Fundamentally,  automatic 
identification  is  about  control. 
The  technology  is  an  impor¬ 
tant  step  in  maximizing  supervision 
of  employees  without  intruding  on 
them  too  much. 


AUTO-ID 


In  the  last  five  years  auto-ID  has 
undergone  a  capabilities  explosion. 
New  or  improved  technologies  have 
vastly  increased  what  auto-ID  can 
do  and  the  conditions  under  which 
it  can  do  it.  Even  the  humble  bar- 
coded  label  has  become  much  more 
useful,  thanks  to  developments  like 
intelligent  scanners  that  can  recon¬ 
struct  the  information  on  a  dam¬ 
aged  label  or  a  label  presented  at  a 
bad  angle.  There  are  even  invisible 
bar  codes,  printed  in  inks  that  only 
appear  under  special  lights. 

But  auto-ID  has  gone  well 
beyond  bar  codes.  RF-ID  systems 
using  active  radio  frequency  tags 
(actually  tiny  transmitters)  can  keep 
track  of  items  over  a  multi-acre 
cargo  terminal — or,  in  some  ver¬ 
sions,  anywhere  in  the  world  via 
satellite.  Memory  buttons  can  store 
megabytes  of  information  in  a  steel 
capsule  that  looks  like  a  watch  bat¬ 
tery.  Passive  radio  frequency  tags 
are  being  built  into  expensive  con¬ 
sumer  products,  like  shoes,  as  a 
security  measure.  Other  passive 
RD-ID  tags  are  tracking  everything 
from  semiconductors  in  Silicon 
Valley  to  storks  in  Europe. 

That  ability  to  read  and  record 
information  is  backed  up  by  a  new 


generation  of  communications  sys¬ 
tems  built  around  intelligent  termi¬ 
nals,  including  many  handheld 
models,  and  spread-spectrum  radio 
communications.  If  the  Personal 
Digital  Assistant  like  Apple 
Computer  Corp.’s  Newton  didn’t 
make  a  mark  in  the  general  business 
world,  PDA  technology  has  certain¬ 
ly  had  a  huge  impact  on  the  world 
of  auto-ID.  Terminals  now  offer 
handwriting  recording  and  real¬ 
time  updating  from  a  central  data¬ 
base.  That  in  turn  makes  it  possible, 
for  example,  to  do  things  like  give  a 
forklift  driver  a  pick  list  that  not 
only  shows  where  everything  is  in 
the  warehouse,  but  lays  out  the 
most  efficient  route  to  follow  in 
rounding  it  all  up. 

-Rick  Cook 


f 


Prior  to  last  year’s  release  of 
Microsoft  Corp.’s  Windows  95  and 
PCMCIA  2.01,  the  updated  PC  card 
specification,  buyers  could  never  be  cer¬ 
tain  that  a  particular  PC  card  model 
would  be  compatible  with  a  specific 
mobile  system.  “You  never  really  knew 
what  you  were  getting,”  says  Egan. 


“There  were  differences  in  circuitry  on 
the  platforms  themselves,  as  well  as  with 
the  software  drivers.  The  situation  was 
very  confusing.” 

Today,  the  compatibility  problem  has 
been  almost  entirely  resolved  (with  the 
exception  of  older  notebooks  that  fea¬ 
ture  5-volt  card  slots),  and  buyers  no 
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WebMaster 

The  executive  resource  for  doin?  business  on  the  net 

CIO  Communications  Inc.  •  An  IDG  Company  •  492  Old  Connecticut  Path 
Framingham,  MA  01701  •  508-872-0080  •  http://www.cio.com 


David  P.  Drew 

Vice  President  of  Information  Technology 
3M 

IT/World  Wide  Web  budget:  $500  million 

What’s  Hot  Ri^ht  Now? 

“Internal  applications  are  keeping  us 
busy.  When  we  started  Web  initiatives, 
we  focused  on  external  apps;  these  days 
we’re  exploring  the  Internet  as  an  internal 
communications  and  information 
resource  tool.” 

Why  Read  WebMaster? 

“As  Web  and  Internet  technology 
advances,  I  need  to  get  a  perspective  of 
what  transformations  are  taking  place. 

I  need  to  be  aware  of  what  opportunities 
are  out  there  and  how  to  take  advantage 
of  them.  I  need  to  know  what  other 
corporations  are  doing.  I  need  to  keep 
up  to  date.  WebMaster  delivers  a  solid 
foundation  of  information  on  business 
applications  and  case  studies.  It  fulfills 
my  needs.” 

What’s  Your  Role  In  Purchasing 
Web  Products  and  Services? 

“Our  Internet  support  function  reports 
directly  to  me.  I  authorize  all  hardware 
and  software  expenses.  I  also  manage 
external  resources,  such  as  consulting  or 
Web  site  design.  I  manage  an  infrastruc¬ 
ture  made  up  of  mainframes,  servers, 
and  over  40,000  PCs.  All  this  hardware 
will  require  Internet-related  software." 

If  you  want  to  reach  an  influential 
audience  of  150,000  executives 
involved  in  Web  projects,  like  David, 
make  sure  WebMaster  is  at  the  top 
of  your  media  buy.  For  a  WebMaster 
Media  Planning  Guide,  send  an  email 
request  to  Mike  Masters,  Vice  President, 
Sales  at  masters@cio.com  or  call  him 
at  201-244-5510. 
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longer  have  to  ask  manufacturers  to  supply  prod¬ 
uct  compatibility  lists.  The  revamped  PCMCIA 
2.01  specification  also  allows  PC  card  vendors  to 
offer  customers  several  performance  enhancements. 
PCMCIA  2.01’s  new  3.3-volt  power  standard,  for 
example,  extends  the  battery  life  of  PC  card- 
equipped  mobile  systems.  The  new  specification 
also  supports  CardBus  bus  mastering,  which  close¬ 
ly  follows  the  desktop  Peripheral  Component 
Interconnect  (PCI)  32-bit  bus  standard. 

As  a  result,  PC  cards  can  run  at  33MHz  bus 
speeds  instead  of  the  poky  8MHz  rate  supported 
by  the  previous  specification.  Another  performance 
enhancement  is  direct  memory  access,  which  allows 
adapters  on  the  bus  to  communicate  with  each 
other  directly  and  more  efficiently  by  bypassing  the 
mobile  system’s  CPU. 

Local  area  network  adapters  account  for 
another  rapidly  growing  PC  card  market  segment. 
PC  card  LAN  adapters  allow  users  to  plug  their 
mobile  systems  into  a  network  in  their  own  office 
or,  while  traveling,  into  a  network  on  the  other 
side  of  the  world.  PC  card  LAN  vendors 
include  3Com,  AMP,  Accton  Technology 
Corp.  and  IQ  Technologies. 

The  LAN  market  is  one  area  where  PC  card 
buyers  can  still  bump  into  some  confusing  com¬ 
patibility  issues.  Like  desktop  LAN  adapter  buy¬ 
ers,  PC  card  shoppers  must  choose  Ethernet  or 
Token  Ring  product.  Buyers  must  also  consider 
carefully  a  card’s  network  operating  system  (NOS) 
compatibility.  “Some  PC  cards  support  several 
NOS  products,  others  only  one  or  two,”  says  Egan. 
“It’s  up  to  the  buyer  to  figure  out  with  which  NOS 
a  particular  card  will  work.  That  can  require  some 
careful  research.” 

But  once  they’re  installed,  PC  card  LAN  adapters 
can  be  useful  tools.  “With  notebook  PCs  in  partic¬ 
ular  becoming  more  desktop-like  and  easier  to  use, 
it  makes  great  sense  to  give  users  the  convenience 
of  plugging  their  notebooks  directly  into  a  net¬ 
work,”  says  Jim  Soriano,  a  technologist  for  Xircom, 
a  PC  card  LAN  maker  in  Thousand  Oaks,  Calif. 

And  with  more  organizations  adapting  their 
notebooks  to  incorporate  multimedia  capabilities, 
several  vendors  have  found  niches  by  offering  PC 
cards  that  provide  various  audio  or  video  functions. 
The  IBM  PCMCIA  3D  Sound  Card,  for  example, 
offers  wavetable  synthesis,  MIDI  support  and  an 
optional  dual  joystick  support.  Margi  Systems  in 
Fremont,  Calif.,  is  offering  notebook  users 
enhanced  video  capabilities  via  PC  Card  technolo¬ 
gy.  The  company’s  $199  MPEG  To  Go  product 
enables  notebooks  to  play  MPEG-1  video  for  busi¬ 
ness  presentations  and  other  applications.  The  card 
takes  advantage  of  the  Zoomed  Video  (ZV)  capa- 


Speaking  in  Tongues 


PC  to  Go 


Looking  for  more  proof  that  bigger  is  not 
always  better?  Then  check  out  the  new  IBM 
4612  Sure  Point  mobile  computer. 

Weighing  in  at  just  over  two  pounds, 

Sure  Point  is  a  handheld,  wireless  PC 
system  that  includes  technology  for 
a  client/server  environment  and  for 
accessing  a  network,  including  the  Internet. 

Sure  Point  is  principally  designed  for  quick  ser¬ 
vice  environments,  such  as  a  distribution  warehouse  or  retail  industry 


/^everybody  in  your  office  thinks  they  need  a  specially 
I  |  trained  logician  to  extract  relevant  information  from  your  com- 
JlI  pany's  database,  have  we  got  news  for  you.  No  more  grids,  no 
more  Boolean  delimiters,  no  more  hunting  down  the  office  expert  who 
actually  knows  SQL  syntax  and  semantics.  English  Wizard,  from  Lin¬ 
guistic  Technology  Corp.  of  Littleton,  Mass.,  recognizes  plain  English, 
the  kind  Miss  Grundy  taught,  and  can  be  plugged  into  standard 
access  tools  from  Oracle  Corp.  or  Informix  and  Microsoft  Corp.'s 
Access  and  SQL  Server. 

You  can  type  such 
queries  as  "How  many  cus¬ 
tomers  bought  peanut  butter 
and  jelly  sandwiches  last  quar¬ 
ter?"  and  get  an  answer — no 
kidding — and  if  you  hap¬ 
pened  to  ask  about  the 
PBJ  consumption  rate 
for  the  last  three  months,  the 
information  will  be  summoned.  The 
parser  handles  calendar  dates  and  as¬ 
sociated  ideas  such  as  "younger," 
"age"  or  "when,"  and  asking  for  a 
range  of  months  or  specific  days  of 
the  week  poses  no  special  problem. 

Should  English  Wizard  become  con¬ 
fused,  it  asks  for  clarification.  End  users  with  unique  needs  can  train  En¬ 
glish  Wizard  to  recognize  special  vocabulary,  and  with  a  few  mouse  clicks 
any  response  can  be  converted  to  a  graphical  display  or  spreadsheet 
compatible  with  most  popular  programs.  Future  amenities  include  a 
voice  recognition  system,  which  means  many  users  will  continue  to  talk 
to  their  computers  but  can  now  assure  friends  that  they  aren't  crazy; 
the  machine  truly  understands  them. 

The  online  demo  linked  to  a  database  about  the  Academy  Awards  is  a 
tad  sluggish  because  of  pipeline  limitations,  but  you  can  still  settle  an  of¬ 
fice  argument  about  who  won  an  Oscar  for  what  in  what  year  at  www. 
englishwizard.com.  English  Wizard  retails  for  $100.  For  more  information, 
call  800  425-8200. 
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Imagine  it.  Every  functional  area  and  every  functional  manager  given 
the  power  to  make  better  decisions  faster.  In  just  90  days,  everybody 
sharing  responsibility  for  the  bottom  line.  Turning  any  relational  or  OLAP 
database  in  the  organization  into  competitive  business  intelligence. 

&  PowerPlay™  is  the  award-winning,  multidimensional  business  analy¬ 
sis  solution  that  lets  you  explore  “cubes”  of  information  at  your 
desktop.  Instantly  find  out  the  “who,  what,  when  and  where”  behind 
the  numbers.  You  drag,  you  drop,  you  get  the  insight  you  need  to  win. 

&  Get  a  copy  of  the  results.  Find  out  today  how  companies  like  yours 
achieved  competitive  advantage  in  90  days  or  less  with  PowerPlay. 

And  find  out  how  we  can  give  you  the  competitive  advantage,  too. 

Visit  our  World  Wide  Web  site  or  call  j/*e® 

vjuurtivu 

800-900-7200  (U.S.),  800-267-2777(Canada).  Tools  That  Build  Business 

©1996  Cognos.  Cognos,  PowerPlay  and  “Tools  That  Build  Business”  are  registered  trademarks  or  trademarks  of  Cognos,  Inc. 
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bility  that’s  available  on  some  newer  notebook  models.  ZV 
gives  PC  Cards  direct  access  to  a  notebook’s  video  controller 
for  the  generation  of  high-speed  video. 

A  PC  card  SCSI  interface  can  attach  a  scanner,  disk  drive 
and  other  external  peripherals  to  a  mobile  system.  Several 
companies  market  PC  card  SCSI  adapters,  including  Adaptec 
Inc.  and  Centennial  Technologies  Inc.  Thanks  to  Windows  95 
and  PCMCIA  2.01,  these  devices  configure  immediately  and 
painlessly,  although  some  peripherals  require  a  separate  driv¬ 
er  (usually  supplied  by  the  product’s  vendor).  “A  SCSI  PC  card 
opens  up  a  wide  range  of  expansion  possibilities,”  says  Egan. 
“It  allows  mobile  users  to  hang  a  variety  of  peripherals  off  of 
their  systems,  including  products  that  may  be  shared  with 
desktop  PCs.” 

Dealing  with  PC  cards  can  be  a  challenge  for  managers  and 
users  alike.  While  some  vendors  offer  “combo”  PC  cards  fea¬ 
turing  dual  functions  (such  as  a  combination  LAN 
adapter/modem),  the  vast  majority  of  products  are  single-task 
devices.  Since  most  mobile  systems  can  only  accommodate  one 
or  two  PC  cards  (depending  on  the  type  of  system  and  card), 
users  who  want  to  take  advantage  of  several  types  of  cards  face 
the  headache  of  swapping  and  tracking  an  array  of  devices. 

According  to  Xircom’s  Soriano,  card  swapping  isn’t  as 
pressing  a  problem  today  as  it  was  a  few  years  ago,  thanks  to 
the  development  of  combo  cards  and  the  fact  that  several  tra¬ 
ditional  PC  card  uses,  such  as  memory  and  storage  expansion, 
have  been  rendered  largely  superfluous  by  more  fully  config¬ 
ured  mobile  systems.  But 
as  new  PC  card  applica¬ 
tions  emerge,  the  problem 
could  resurface  with  a 
vengeance,  and  many 
department  managers 
could  find  themselves  in 
the  unhappy  position  of 
administering  extensive 
PC  card  libraries. 

CIOs  shouldn’t  expect 
the  desktop  and  mobile 
system  expansion  card 
markets  to  merge  anytime 
soon.  Although  some 
industry  experts  predicted 
long  ago  that  the  desktop 
PC  industry  would  soon 
embrace  PC  card  technol¬ 
ogy,  there’s  no  evidence  yet 
of  such  a  development.  According  to  Eicon’s  Trudeau,  desk¬ 
top  PCs  with  external  PC  card  slots  would  greatly  simplify 
card  upgrades  and  allow  identical  plug-in  peripherals  to  be 
used  on  desktop  and  mobile  systems. 

But  PC  card  technology  may  be  too  convenient  for  some: 
Many  managers  fear  that  more  than  a  few  desktop  users  will 
simply  pocket  PC  cards  for  personal  use.  At  any  rate,  with  PCI 
and  ISA  products  dominating  the  desktop  add-in  card  mar¬ 
ket,  PC  card  fans  will  have  a  hard  time  convincing  desktop 


area  that  needs  IT  solutions  on  the  fly.  In  place  of  a  keyboard, 
Sure  Point  offers  a  pen-based  solution  that  allows  for  flexible 
input  such  as  handwriting  recognition,  signature  capture 
and  sketch  drawings.  Sure  Point  runs  on  a  standard  operating 
system  with  the  complimentary  pen  extensions,  including 
IBM  DOS  7.0  with  Pen  DOS,  and  Microsoft  Windows  3.1 1  with 
Windows  for  Pen  Computing. 

Prices  start  at  $3,445.  For  more  information,  call  IBM  Corp. 
at  919  301-5505  or  visit  www.ibm.com. 

Who's  Minding  the  Store? 

Would  current,  constantly  changing  images 
give  new  life  to  your  Web  site?  Imagine  if  users 
could  "surf"  a  highway  to  see  the  day's  traffic  or 
check  on  their  teenagers — from  the  office. 

Microplex  Systems  Ltd.'s  NetworkEye,  which  combines 
digital  camera  and  Web  tech¬ 
nology,  opens  up  new 
markets  and  applica¬ 
tions,  especially  for 
businesses  special¬ 
izing  in  light  surveil¬ 
lance,  urban  design 
and  smart  offices.  It  uses  an 
Ethernet  connection  and  costs  under 
$500  including  the  Connectix  camera. 

The  technology  supports  applications  both  inside  and 
outside  an  organization:  A  digital  camera  with  a  NetworkEye 
placed  on  a  network  can  let  employees  view  a  specific  hall¬ 
way,  parking  lot  or  building  entrance,  or  enable  someone  to 
keep  an  eye  on  unattended  areas  from  his  own  worksta¬ 
tion — making  workplace  security  a  cooperative  affair. 

Outside  the  workplace,  the  device  might  be  used  to  en¬ 
hance  the  message  provided  by  a  company's  Web  site.  For 
example,  a  ski  resort  that  prides  itself  on  its  facilities  and 
prime  conditions  could  show  off  those  features  in  real-time, 
giving  potential  customers  a  chance  to  see  up-to-the-minute 
information  and  conditions,  including  live  images. 

For  more  information  about  the  NetworkEye/270  Frame 
Server,  visit  the  Microplex  Web  site  at  www.microplex.com/. 

computer  manufacturers  to  provide  support  for  the  products. 
PC  cards  likely  will  remain  the  preferred  tool  for  upgrading 
mobile  systems  well  into  the  21st  century.  “I  think  the  mar¬ 
ket’s  just  getting  started,”  says  Egan.  “In  the  years  to  come, 
this  field  will  be  a  hotbed  for  innovation.”  EUa 


John  Edwards  is  a  freelance  writer  based  in  Mt.  Laurel,  N.J. 
He  can  be  reached  at  70007.412@compuserve.com. 


"With  notebook  PCs  in 
particular  becoming 
more  desktop-like  and 
easier  to  use,  it  makes 
sense  to  give  users  the 
convenience  of  plug¬ 
ging  their  notebooks 
directly  into  a  network." 

-Jim  Soriano 
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ENHANCE  Communications 
Within  Your  Organization 


Improve  your  effectiveness  as  an  IT  executive.  Whether  you  want  to  amend 
your  current  process  for  managing  IT  standards  or  need  to  establish  new 
practices,  this  landmark  study,  Trends  and  Practices  in  Managing  Information 
Technology  Standards,  will  enable  you  to  intelligently  evaluate  your  options. 

Order  before  December  31,1 996  and  you  will  receive  the  Trends  and  Practices 
in  Managing  Information  Technology  Standards  study  for  a  special  charter  price  of 
$795.  That’s  a  savings  of  $500  off  the  regular  price.  Please  mail  the  order  form  to 
CIO  Communications,  Inc.,  492  Old  Connecticut  Path,  Framingham,  MA  01701  or 
fax  to  (508)  872-0618  or  call  Diane  Martin  at  (508)  935-4274. 
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□  I’d  like  to  take  advantage  of  the 
special  charter  offer.  Please  send  me  the 
Trends  and  Practices  in  Managing 
Information  Technology  Standards  study. 

Please  mail  this  order  form  to  CIO 
Communications,  Inc.,  492  Old 
Connecticut  Path,  Framingham,  MA  01701 
or  fax  to  (508)  872-0618. 


THE  TRENDS  AND  PRACTICES  IN  MANAGING  INFORMATION 

TECHNOLOGY  STANDARDS  STUDY  EVALUATES... 

■  Management  trends  including  communications,  frequency,  organizational 
responsibility,  and  end  user  involvement 

■  Leading  practice  usage  and  effectiveness  including  pricing  strategies,  committee 
experiences,  and  enforcement  methods 

■  The  scope  and  effectiveness  of  setting  standards  for  a  variety  of  technology 
categories 
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IN  FUTURE  ISSUES 

Stand  and  Deliver 

More  and  more  companies  are  looking  for  CIOs  with  “consulting  skills,”  but  they 
don’t  want  to  hire  consultants.  We’ll  explain  what  those  difficult-to-define  skills  are 
and  how  to  get  them. 

Remodeling  Sears 

Information  systems  was  not  contributing  to  Sears,  Roebuck  and  Co.’s  strategic 
success  until  it  was  remade  into  a  turnaround  tool.  Now  the  country’s  third-largest 
retailer  is  back — with  new  blood  at  the  top  and  a  whole  new  way  of  looking  at  IS. 

BUSINESS  ON  THE  INTERNET 

WebMaster  Magazine 

CIO’ s  sister  publication  explores  the  business-to-business  issues  of  the  Web  and 
reports  from  the  front  lines  of  Internet  business  application.  View  the  online  version 
or  subscribe  at  www.web-master.com.  For  more  information,  call  800  788-4605. 


EXECUTIVE  PROGRAMS 

The  Enterprise  Value  Retreat 

Feb.  2-5,  1997 

Ritz-Carlton  Laguna  Niguel  •  Dana  Point,  Calif. 

Harvard  Business  School  professor  F.  Warren  McFarlan  leads  participants  through 
a  case  study  designed  to  explore  and  evaluate  IT’s  payoff.  Interactive  sessions, 
workgroups  and  presentations  from  this  year’s  Enterprise  Value  Award  winners 
provide  insight  into  the  correlation  between  technology  investment  and  profit. 

Leading  the  Charge  in  Turbulent  Environments 

March  23-26,  1997 

Sheraton  Harbor  Island  •  San  Diego 

A  change  agent  does  more  than  decide  on  a  company’s  new  architecture.  IS  execu¬ 
tives  must  examine  the  difference  between  leading  and  managing  strategic  change. 
This  conference  will  examine  IS’s  role  in  change  management  and  execution. 

For  more  information,  contact  CIO  at  800  355-0246  or  www.cio.com/conferences. 


CIO  RESEARCH  RESULTS 


EXECUTIVE  TURNOVER  SURVEY 

Our  survey  of  more  than  500  human  resources  directors  compares  job  tenure  among  executives 
in  IS,  finance,  HR,  sales  and  marketing,  and  manufacturing/operations.  It  also  looks  at  why  execu¬ 
tives  leave  their  positions,  where  they  go  and  how  they  get  there. 

PRICE:  $395  Contact:  Lisa  Kerber  at  508  935-4449  or  kerber@cio.com 

TRENDS  AND  PRACTICES  IN  MANAGING  I.T.  STANDARDS 

This  study  evaluates  management  trends,  leading  practice  usage  and  effectiveness,  and  the 
scope  and  effectiveness  of  setting  standards. 

PRICE:  $795  Contact:  Diane  Martin  at  508  935-4274  or  dmartin@cio.com 

1996  CIO  EXECUTIVE  COMPENSATION  SURVEY 

Based  on  the  responses  of  1 ,000  IS  executives,  this  survey  looks  at  compensation  as  it  relates  to 
years  of  experience,  budget,  age,  gender,  company  size  and  education. 

PRICE:  $395  Contact:  Lisa  Kerber  at  508  935-4449  or  kerber@cio.com 
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The  Gap's  Mick 
Connors  on 
Streamlining 
the  Global 
Supply  Chain 

CIO:  How  does  The  Gap 
source  its  apparel? 

We  buy  merchandise  from 
hundreds  of  suppliers  all 
over  the  world.  Our  own 
sourcing  group  in  Hong 
Kong  has  300  to  400  agents 
who  place  and  track  our 
orders  around  the  globe.  We 
also  use  independent  agents. 

How  do  you  communicate 
with  your  suppliers? 

Our  sourcing  group  is  on 
our  wide  area  network  and 
can  run  applications  off  our 
mainframe.  We  link  to  our 
independent  agents  via 
value-added  networks  for 
transactions  and  e-mail.  We 
conduct  EDI  transactions 
with  our  key  suppliers  using 
VANs,  and  we’re  testing  EDI 
over  the  Internet  now. 

So  The  Gap  functions  not 
only  as  a  global  logistics 
company  but  also  as  a 
tightly  integrated  special¬ 
ty  retailer? 

That’s  right.  We’re  vertically 
integrated  from  the  design  of 
the  product  | in  New  York] 
through  placing  manufactur¬ 
ing  orders  [in  Hong  Kong] 
and  replenishing  our  stores 
worldwide.  We  own  the 
whole  pipeline. 

How  does  the  pipeline  work? 

Two  years  ago,  our  merchan- 


tion  centers,  we  could  invest 
in  other  business  initiatives. 


What  kind  of  computer 
resources  does  an  effort 
like  that  require? 

Because  of  all  the  applications 
we’ve  developed  and  func¬ 
tions  we’ve  added  in  the  past 
couple  of  years,  we  are  grow¬ 
ing  our  CPU  consumption  by 
50  to  60  percent  a  year. 


dise  was  received  in  bulk  ship¬ 
ments,  consolidated  in  seven 
distribution  centers  around 
the  world  and  delivered  to 
our  stores  within  three  days. 

If  we  continued  to  grow 
at  the  rate  we  had  been  ex¬ 
periencing,  we  would  have 
had  to  spend  millions  of 
dollars  to  build  new  distri¬ 
bution  centers.  So  we  de¬ 
cided  to  bypass  the  centers 
altogether.  Now  we  give 
our  manufacturers  infor¬ 
mation  about  which  mer¬ 
chandise  should  be  dis¬ 
tributed  to  which  stores. 
They  pre-pack  the  mer¬ 
chandise  by  size,  color 
and  store  allocation  prior 
to  shipment,  and  it  goes  di¬ 
rectly  to  our  stores.  The 
savings  in  terms  of  cost  per 
unit  is  impressive. 

How  was  IS  involved  in 
that  strategic  initiative? 

We  built  eight  to  1 0  different 
applications — a  lot  of  EDI, 
allocation  and  tracking  sys¬ 
tems,  like  a  mini-Federal 


Dennis  "Mick"  Connors,  senior 
"ce  president  and  CIO,  The  Gap  Inc 
San  Bruno ,  Calif. 


'<  Specialty  re- 


►  Line  of  Business 

tailer 

►  Bio  Spent  33  years  in  IT.  Joined 
The  Gap  in  1990  as  CIO.  Earned 
a  BA  in  business  administration. 

Day  to  Day  Directs  IS  support 
for  four  divisions  (The  Gap,  Gap- 
'as,  Banana  Republic  and  Old 
Navy)  p|us  international.  Man¬ 
ages  a  central  IS  organization 
with  480  employees  worldwide 
Administers  IT  budget  of  1.4 
percent  of  sales. 

►  Challenges  Retooling  IS;  glob¬ 
alization;  IT  sourcing. 

Express, 

then  tested  those  systems 
with  different  manufac¬ 
turers  around  the  world, 
and  finished  implementing 
the  initiative  in  two  years. 

Were  there  measurable 
business  benefits? 

You  bet.  Instead  of  spending 
millions  of  dollars  on  distribu- 


And  what  about  inventory 
efficiencies? 

Our  goal  is  to  get  the  right 
merchandise  to  the  right 
store  at  the  right  time  at  the 
right  price.  Our  biggest  in¬ 
vestment  other  than  stores  is 
inventory.  A  lot  of 
our  system  efficien¬ 
cies  have  focused  on 
how  to  streamline 
that  process  and  elim¬ 
inate  the  huge  mark- 
downs  on  the  back¬ 
side. 


So  you've  mastered 
the  art  of  global 
sourcing.  What  about 
sourcing  IT? 

In  Europe  we  outsource 
our  help  desk.  In  the 
U.S.,  we  outsource  80 
percent  of  our  applica¬ 
tion  development,  but 
we  expect  to  reduce  that 
by  moving  from  the  old 
waterfall  development 
methodology  to  iterative 
development. 

A  year  from  now  our  ap¬ 
plication  development  will  be 
40  percent  outsourced.  Some 
new  rapid  application  devel¬ 
opment  tools  have  given  us 
up  to  an  8-to-l  productivity 
gain.  Meanwhile,  the  mainte¬ 
nance  and  enhancement 
work  will  be  outsourced. 

-John  Whitmarsh 
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WITH  DESKTOP  SYSTEMS  THAT  PUT  OUT 
THEIR  OWN  FIRES,  YOU  DON’T  HAVE  TO  COME  TO  WORK 
WEARING  THE  SAME  OLD  SUIT  EVERYDAY. 


The  next  time  there’s  a  five-alarm  fire  at  the  office,  sit 
back  and  relax.  With  the  new  PowerMate*  Series  from  NEC, 
you  can  manage  the  entire  network  without  leaving  your  desk. 
The  fact  is,  exclusive  NEC  MagicEye  ™  technology 
monitors  the  function  and  operation  of  each 
PowerMate  system,  including  its  hard  drive  activity, 
temperature  and  voltage.  It’ll  even  alert  you 
if  a  computer  is  tampered  with.  If  a  problem 
is  detected,  Intel’s  LANDesk*  Client  Manager 
3.0  lets  you  remotely  access  the  system  for 
efficient,  centralized  management.  What’s  more, 
Cybermedia’s  FirstAid  95  Deluxe  automatically 
fixes  configuration  errors  and,  along  with  McAfee’s  anti-virus 
software,  protects  your  valuable  data. 

Alone,  the  PowerMate  desktop  computer  can  be  anything 
from  a  general  office  PC  to  a  powerful  corporate  workstation. 
Linked  together,  they’re  a  sophisticated  network  that  you 
can  remotely  manage. 

Granted,  you  may  still  have  to  put  out  an  occasional 
fire.  But  at  least  now  you  can  do  it  in  everyday  business 
attire.  For  more  information,  call  1-800-NEC-INFO,  or  visit 
us  on  the  web  at  http://www.nec.com. 

SEE,  HEAR  AND  FEEL  THE  DIFFERENCE.” 
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Instead,  pick  up  the  pace  with  switched  virtual  networks  from  Cabletron. 


This  is  no  fable. The  fact  remains  that  routers  are  slow,  some¬ 
what  antiquated  devices  that  will  bog  down  your  network  as 
long  as  they’re  at  the  center.  Adding  switches  to  the  mix  does  lit¬ 
tle  to  improve  overall  throughput  (just  ask  our  sneakered  friend). 
What  you  really  need  to  do  is  deploy  high-speed  switches 
throughout  the  entire  enterprise.  But  not  just  any 
switches... SmartSwitches  from  Cabletron. 

With  the  routing  function  built  right  in — plus  support  for 
Cabletron’s  SecureFast  virtual  networking — SmartSwitches 
combine  the  security  and  control  of  the  router  with  the  speed  and 


ease-of-use  of  the  switch.  The  result:  a  fast,  efficient  network  that 
maximizes  productivity  company-wide  as  it  reduces  day-to-day 
operational  costs.  Best  of  all,  a  virtualized  switch-based  network 
gives  you  world-class  performance  for  the  long  run,  start  to  finish. 

Now’s  the  time  to  come  out  of  your  shell  and  call  Cabletron 
at  (603)  337-0929  for  a  free  “Make  the  Switch”  kit. 
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fhe  Complete  Networking  Solution- 
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